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BIG and still growing... 


YOUR MARKET FOR 





Official estimates place Boy Scout and Cub Scout mem- 


bership near the 3% million mark ... almost double that 
I 


of ten years ago. Increased birth rate raises the likelihood 
of even bigger business in boys’ shoes in the coming years. SB oO Y Ss e> oO U 7 


Make extra sales now in the big Boy Scout field, and cash 


in year after year on this growing market. Ss a oO E Ss 
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because they’re made of 


KANGAROO 


and inspired by 


bia Bout 


Why not take the one leather that’s light, 
pliable and soft, yet strongest of all, 
and so hard to scuff, and make little 


girls’ shoes with it? 


Blue Bonnet did . . . and the shoes are 
smart and dainty as little Miss America 
herself — and just as rugged as she is 
active. She loves them . . . and so does 
her mommy. These Kangaroo T-straps 


are really moving. 


We suggest you ask one of our tanneries 
to send you sample skins so that you can 
see how much better your best styles 

will be in genuine Australian Kangaroo, 


tanned in the U. S. A. 


angaroo “awucce 


William Amer Company 
Surpass Leather Co. 
Ziegel, Eisman & Co. 






Misses and Growing Girls T-strap 
in black Kangaroo, with tiny jewels 
on the cross strap of the low-cut vamp. 
Styles M-4192 and T-4192 
In stock for immediate delivery, 
BLUE BONNET SHOES 
S Franklin Street 
Lawrence, Mass. 
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The Winners 


“have what it takes” 
| | 




















FOR CHILDREN, MISSES AND SENIOR MISSES 


IN STOCK NO, 6030 


Patent Leather One Strap with Orna- IN STOCK NO. 406 
ment on Vamp; 


8% 1012 Ate D; Brown Kip Two Eyelet Plug Oxford; 
12% to3 Ate D. 






8% to 12 B to E; 
12% to3 Bto E. 
In Stock No. 442 Same shoe 
in Black Kip. 


Join the Kali-sten-iks team, and you too 
can have the prestige that is a capital asset 
in any store. Kali-sten-iks are the favorite shoes 

of Children, Misses and Senior Misses. 
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6 10°9 neva: 
the Complete line 


+ STYLE SHOES . STREET SHOES 

* WALKING SHOES + CASUAL SHOES 

+ BACK TO SCHOOL FLATS AND WELTS 
+ NURSES’ SHOES 

*a few styles at $5.99 and some at $10.99 


oe Ay eR AW GIRL cee 


288 A St., Boston, Mass. + Div: Consolidated National Shoe Corp. 
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The Mioway, S-1704; 
turned front slip-on 
in black calfskin. 


The Mioway, S-1690; 
four-eyelet turned front 
in black calf. 


The Sonnento, 8.1649; 
three-evelet turned front blucher 
in black calf 


FLORSHEIM 
calls the Style Turn...with 


TURNED FRONTS 


Take one dash of Continental styling and add American shoemaking know-how! 
Then top it off with Florsheim quality—and you have the newest thing 

in fine shoes for Fall—Florsheim “turned fronts."’ They've got the 

new, neat, sleek look-—with not a stitch showing! 

Try ‘em; you'll like °em—and they're only one of a score of brand new 


surprises in the Florsheim “Aut for Fatt” picture! 


THE FLORSHEIM SHOE COMPANY + CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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Cclling Poser? 


You can’t ask for more than this... 





NEOLITE 
REPUTATION ! 


Everybody knows Meolite! 


HERE'S PROOF... 


® In an impartial coast-to-coast “Brand Recognition” Survey 
nearly 9 out of 10 people knew NEOLITE! 


® NEOLITE outranked the next competitive brand by more 
than 13 to 1. 











NEOLITE SOLES ~“’ 


| 
(| 
“MADE ONLY BY GOOD*YEAR iit 



















I 
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NEOLITE 
QUALITY ! 


NEOLITE quality is tops! No soling material made 
anywhere tops NEOLITE for lightness . . . for flexi- 
bility .. . for long wear! 


worrattiom Menino ations 


In fact, NEOLITE quality has such tremendous appeal 
| spe to the American public that dozens of leading shoe 
manufacturers feature it on popular brands. Yes, 
the NEOLITE name adds real selling power to even 
the most popular brands! 


Ask your Goodyear Representative for the complete 
NEOLITE story. Or, if you prefer, write to Goodyear, 
Shoe Products Division, Akron 16, Ohio. 











NEOLITE 
ADVERTISING! 


NEOLITE runs the shoe industry's 
biggest advertising campaigns! 





NEOLITE ads run in all these big national magazines! 


PLUS TELEVISION 


+». Special announcements on the 


GOODYEAR TV PLAYHOUSE 


Alternate Sundays 9-10 P. M. 
EDST, NBC Network 













; 7 One of America’s top-notch TV Shows... 
A be sure to see it! 
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STYLE and FIT 
sold these shoes... 





Happy children ...making merry in moccasins! For moccasins mean 
happy, comfortable feet, at ease, yet ready for action! These and 
other Five Star beauties bring assurance to parents . . . assurance 
of just right fit and construction combined with fashion-right styles 
and intelligent prices. 






style #2759 
Consider a Five Star decision. . you'll be glad you did, 





style #1902 


Old Pale WCKY STAR Wonder Welt 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Isiand City 1, N.Y. * Marbridge Bidg., Rooms 403-405 *¢ STillwell 4-1975 
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DURALENE FINISHES | 





Bea eee 

















































Give Shoes 
“the Look” You Want 
and Keep Them 

that Way! 







Regardless of “the look’? you want on your shoes, 
DURALENE is the finish to use. That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted and where full 
coverage is needed. It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain. It is thin yet produces a 
high degree of uniformity, feel and 
break. AND — shoes you finish with 
DURALENE stay that way, because the 
finish holds up from factory to wearer. 


There’s a bonus for everyone in DURALENE: you get better 


looking shoes, because DURALENE adds value without in- 

creasing the cost; your customer gets shoes with added sales ap- DU RALE N E 
peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer gets shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION U N ITE D Fl N is H ES 


BOSTON, MASSACHUSETTS 
®DURALENE is a registered trade mark of the B. B. Chemical Co. 











has in operation 


two complete tanneries 


with capacity of 


10,000 sides daily 


of traditional Beggs & Cobb quality 


side upper leathers and splits 


and new tannages and finishes keynoting 


advanced seasonal styles 





Amaine Leathe’ Qne 


Cobh Tanning & lomypuay Qne 


€ ogg + Cobb Qne. 


PER LEATHER ANDO SPLITS 


SIDE UP 


REET fa 


To the Shoe Industry 


Gentlemen: 
our sales staff 


reased variety, 
leathers. 


"Green Light" to 
er volume and inc 
jade upper 


We have given the 
to offer you, in great 
the nation's finest quality § 
a bigger ana stronger 
built on a solid founda- 


"Green Light Day" signifies 
e ideas with the 


Beggs & Cobb organization 7 ee 
tion, combining new and progressiv 


experience of 80 years. 
ement-Labor accord 


t of manag 
fer to the shoe 


he accomplishmen 
we now of 


With t 
annery, 


in our Winchester t 


industry: 
10,000 sides 


ction + «+ ° 
our Winchester 


w high in produ 
a output of 


A ne 
daily -°-°* the combine 
and Maine tanneries. 
An accredited line of established high quality 


volume leathers. 


new finisheS + + * styles 


and 
nts of the hour. 


New tannages 
hion requireme 


keyed to the fas 
Faithfully yours, 












Keep 
White 
Stitches 








. . 
**naenne” 


United's stitch protecting material preserves the original whiteness of 
your outsole thread. 


When the ticket calls for white outsole stitches make 

sure they are truly white. Your salesmen and the 

retailers will find your shoes easier to sell. 

The GA Stitch Protector Applying Machine, Model A, 
applies a new protecting material to keep white stitches 
from becoming soiled during finishing, treeing and packing. 
This operation is less expensive than taping and eliminates 


e ; 
Eliminate Bleaching cleaning in the packing room. Also it does a better job. 


® Provide New 


Luster to Welting — 


® Cut Finishing 
Room Costs 


Are you obtaining the cleanest, 
whitest stitches possible? Ask 
your United man for further 
information about this 

method of stitch protection. 





The protective material dries as an elastic substance which 
is easily and quickly peeled off when the shoe is finished. 

A precoat material assures easy removal of the protector and 
adds a distinctive luster to the welt surface. It may be 
applied by a device added to the stitch separating 

machine or with the WAC Precoat Applying Machine, 
Model A. If the stitch separating machine is used the 
precoat material tempers the welt and may eliminate the 
need for a separate welt wetting operation. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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It’s great to be LOW MAN 
when it comes to MARK-DOWNS! 


When you sell ENNA JETTICK shoes you're in the best spot on mark-downs—averaging 
A LOW, LOW 2.8%—a fraction of the mark-downs in most Shoe Departments. 





AVERAGE DOWNSTAIRS 
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HERE ARE THE MARK-DOWN FIGURES BASED ON 19655 PRICES: 


ve i > 83% 
7 s 3% 


8.1% 





SHOE DEPT. 


AVERAGE UPSTAIRS 
SHOE DEPT. 








Your own logic will tell you where it puts you on profits—HIGH above the average— 
the very best spot, too! Why not investigate today! 


Roo sJettioks 


The Shoes You Love To Live In 


$995 _ #10 
Some Styles $11.95 


DUNN AND McCARTHY, INC., Auburn, N.Y. 











Little Yankees 
BOOST POWERS’ BUSINESS: 





















“We switched to Little Yankees 
| a year ago, and our sales show 
| healthy increases ever since!”’ 


That’s from Mr. and Mrs. Theodore Powers, 
whose two personally-operated stores 

are the oldest juvenile shoe business 

in Toledo, Ohio. 

The Powers’ say: “We've built our business 
on the motto of ‘SERVICE and FIT’; 

and Little Yankees’ fine-fitting qualities 
are helping us build, with happy 
customers, and more of them. We’re very 
much sold on the line, and the people 
with whom we do business”. 









Powers Bootery, 


1844 W. Bancroft St., Toledo 


Hundreds of retailers, like the 
Powers’, are building a 
sound, steady juvenile busi- 
ness with Little Yankees. 
Won't you join them? 





Powers Shoe Shop, 
2858 Sylvania Ave., Toledo 


Little Yankee Shoes 


THE YANKEE SHOEMAKERS, DIVISION OF SAM SMITH SHOE CORP., NEWMARKET, NEW HAMPSHIRE 
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Nhoe Fitters Not Shoe Clerks 


Tue results of a survey conducted by the New York 
University School of Retailing among 1359 college stu- 
dents in 55 different liberal arts and business administra- 
tion courses in all sections of the country indicate that 
retailing is seriously handicapped in recruiting talented 
and well-educated young people to its ranks. This survey, 
as reported by Dr, Charles M. Edwards, Dean of the 
School of Retailing at N.Y.U. in an address before the 
Smaller Stores Division of National Retailers Dry Goods 
Assn, shows that, even among those students who ex- 
pressed a liking for retailing, it ranked low in comparison 
with five other career fields, agriculture, education, finance, 
government service and manufacturing. On a check list 
of job factors considered important in choosing careers, 
none of the students gave retailing a top score on any 
single factor and on all seven factors combined it rated 
fifth, with agriculture alone receiving a lower rating. 

It is interesting to speculate what the results might have 
been had the career of RETAILING been further defined 
as shoe retailing. 

One of the most serious problems facing the industry 
today is finding adequate retail selling personnel and 
recruiting young people, with the necessary intelligence 
and disposition for training, as shoe salesmen and shoe 
fitters. Shoe selling, unfortunately, has failed to register 
in the imagination of our young people as a desirable 
career and it may well be that their thinking is a reflec- 
tion of the general thinking of our retail management. 
For years good personnel management practice has recog- 
nized that every job in office and plant is worthy of some 
sort of title and it has bestowed appropriate recogni- 
tion to the most modest job in the shop. Yet, year after 
year the shoe salesman continues to bear the prosaic and 
uninspiring title, “shoe clerk.” 

In few branches of retailing is the relationship between 
the customer and sales person on the high, intimate plane 
that prevails in shoe selling. If there is any “profes- 
sionalism” in retailing it certainly applies to the shoe 
fitter. The customer assumes that the man or woman who 
is fitting him has a thorough understanding of the job he 
is doing. Very often the salesman enjoys a greater respect 
from his customers than he does from his manager or 
boss. His work is truly a service rather than a pure mer- 
chandising function and he is entitled to consideration and 
treatment befitting his specialized talents. 

If a man, woman, or child is misfitted to a coat or suit, 
little harm can result, but a poorly fitted pair of shoes 
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may well cause serious permanent injury. The responsi- 
bility that the shoe fitter owes to his customer is far 
greater than that which he gives to his employer. Un- 
fortunately, not every man at the fitting stool is in a posi- 
tion to discharge this responsibility adequately, but the 
rank and file are better shoe fitters and better salesmen 
than managers are prone to regard them . . . and far bet- 
ter than they may be ten years hence unless some effective 
means is found to sell the right kind of young people on 
careers at the fitting stool. 


Tue industry is currently embarking on a program to 
bring a better appreciation of footwear to the consumer. 
The time would seem to be opportune to revaluate the 
vital role played by the man at the fitting stool, who is in 
fact the industry’s real “contact man” with the consumer. 

Much has been said of the level of compensation of the 
retail shoe salesman. Precise figures are not available and 
probably would not be valid for purposes of comparison 
because of the difference in types of retail operations, 
geographic location, and many other factors. At any rate 
the level of compensation which retail shoe salesmen enjoy 
seems to be well above the average earned in other 
branches of retailing. 

On this point it is interesting to note that the N.Y.U. 
survey shows that, contrary to popular opinion, wages and 
hours were the two least decisive factors in determining 
a choice of career, with opportunity and availability of a 
training program the two most compelling considerations. 

L. E. Langston, Executive Vice-president of National 
Shoe Retailers Assn., who has given considerable study to 
the problem of finding ways and means to attract high- 
caliber young people to shoe selling, makes a very prac- 
tical suggestion. He feels that shoe retailers in larger 
cities where competition for help is strong, should pay 
annual visits to high schools in smaller towns and cities 
at commencement time to acquaint the faculty of those 
schools with the opportunities for young men and women 
in shoe retailing. He suggests that the schools be requested 
to furnish the names of promising graduates who are not 
going on to college. He feels that these youngsters, many 
of whom are anxious to get out of the small communities 
and see something of the world, could be channelled into 
shoe selling instead of winding up in a factory at a bench 
or lathe, and suggests that, if they were made familiar with 
the opportunities in shoe selling, a valuable labor pool 

[TURN TO PAGE 118, PLEASE] 








Cement One out of five 


If you want this 20% extra mileage 
from your sole attaching cement, 
switch to SUPERGRIP. Its longer 
milling and blending gives you this 
extra... and without loss of any 
other ounitty. Only SUPERGRIP 
gives that ‘free from worry’’ feeling. 


Dependability plus value are 
the reasons why so many shoe 
manufacturers are using 
SUPERGRIP. It’s right for 
shoemaking! It’s right in price! 
It’s right for you! 

Get in touch with your nearest 
beng office today and ask 


for a demonstration. We shall 
be pleased to help you select 
the correct cement for your 


SOLE ATTACHING CEMENTS particular shoemaking 


conditions. 





Products of BB Chemical Company 


Distributed by UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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ACME BOOT COMPANY 
Clarksville, Tennessee 
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FAMOUS BOOTS FROM THE HISTORY OF FOOTWEAR 









An English nobleman in 
the mid-fifteenth century 





wore this type of boot 





The deerskin gamash or 
legging was one of the 
first to be buttoned, and 
it had a separately cut 





vamp, another innova 











tion. 
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TODAY eee Acme Cowboy 


Boots stand as the traditional and popular 






expression of American life. As authentic 






in design and color as a western horizon, 
these boots are of the world's finest 







craftsmanship and top-quality leathers. 







RETAIL PRICES: 
Infants’ — $3.95 to $6.95, Boys’ and Girls’ — $4.95 to $12.95 


Ladies’ and Men's — $12.95 to $22.50 
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What's in it for YOU- 
Mr. Dealer 


the NEW Herbst plant 


at Lomira, Wisconsin 





Soon there will be 


two major factories producing 


Your stake in this new Herbst plant, that will be in 
operation soon, is a very personal one. It can and 
will fortify your future! 

These increased production facilities are designed 
to keep pace with your expanding opportunities to 
sell more CHILD LIFE Shoes and their related growth 
lines — TOM SWIFT shoes for older boys, and SPORT 
LIFE shoes for sub-teen girls. Quality standards at 
Lomira are guaranteed to be equal to the workman- 
ship and materials that have always identified the 
solid dollar value of CHILD LIFE construction. And 
as a franchised dealer in a protected territory, this 








PP et sey 
FA Se 


manufacturing expansion doesn’t mean more dealers 
in your area to sell against — but only more and 
better shoes for you to sell. 

In the rough, tough field of juvenile footwear, these 
are decisive advantages to have on your side. You 
can depend on them, now, more than ever, in the 
days and years that lie ahead. If you’re not a CHILD 
LIFE dealer — and no one else has yet been selected 
in your community — it is likely enough you'll better 
your business by getting the full facts on CHILD LIFE 
as over 1700 alert contemporaries of yours already 
have. Why not phone, wire or write today. 


HERBST Shoe Manufacturing Company “Wisconsin ” 
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THE BUTTRESS 





—Production and distribution as the keystone of 


our economy have been of important considera- 
tion wherever statisticians, economists, manage- 
ment and industry gather. 


—And advertising, as such—telling the manufac- 


turer, who in turn tells the retailer and he in turn 
convinces the consumer—gives it all the third 
dimension. 


—In line with this thinking, Robert E. Kenyon, Jr., 


publisher of Printer’s Ink, during the observance 
of Milwaukee Advertising Week, told his audi- 
ence: 


—Production was once the main problem of Amer- 


ican business. Somewhere around the turn of the 
century, advertising switched from announcing 
goods for sale to persuading people to buy these 
goods. During World War II, a scarcity of con- 
sumer products again made production the big 
problem. Then came the post war period. Every 
technique, every skill that had been learned in 
the selling of products was used to the hilt in 
creating the customers to buy the goods that fac- 
tories were able to produce in such great quantity. 


——“Personal selling in the field or in the store, which 


had once done with a modest assist from advertis- 
ing, research, sales promotion and public rela- 
tions, now had to be buttressed with more 
advertising, deeper research, a wider variety of 
sales promotion devices, a mature profession of 
public and other relations. 


—Advertising, too, has been credited with averting 


a serious recession back in 1954. More companies 
are learning that times of declining business 
should bring forth greater advertising effort, 
rather than less.” 


FUb 1 ban 


Editor Emeritus 
Boot anp SHoe Recorper 
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JUMPINGJACKS 


Vdtionall Aly - 
Salling ( Lampoign 


BACK COVERS IN COLOR 


Parents’ @ Modern Romances 
Modern Screen e@ Screen Stories 


AND FOLLOW-UP ADS IN: 


Baby Talk @ My Baby 
Your New Baby e Modern Medicine 
Pediatrics @ Journal of Pediatrics 


VAISEY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 
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No grinning, fewer cripples with 
B.F.Goodrich wood-core rubber heels 


E cut a shoe in half to show you 

how rubber heels, made with 
B. F. Goodrich wood cores, keep pro- 
duction and quality up. Note how the 
wood core seats the heel firmly, per- 
manently. No danger of grinning or 
corner separation, and the heel retains 
its shape. 

The wood core gives an unlimited 
selection of nailing patterns. It's easy 
to miss the heel seat nails, greatly re- 
ducing the danger of cripples. 


20 


Wood cores are used in the popular 
new B. F. Goodrich and private-brand 
Extrasoft heels. Also in the new Con- 
tinental, Lo-Cut, Cowboy and Stitch- 
down heels. 

More and more, manufacturers of 
fine shoes are using wood-core rubber 
heels. Why not give your shoes this 
sales advantage? Your customers will 
like the lighter weight, the longer, 
more even wear, and the absence ton. 


sightly, dirt-tracking nail holes. Write 





today for details to Shoe Products Sales, 
B. F. Goodrich Industrial Products Co., 
Akron, Ohio. 





B.EGoodrich 
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See what Viner’s done! We've taken 
your favorite flat...waved our magic wand 
..and presto! a completely new” shoe that’s 
soft and light as a snowflake... 
in the season’s newest colors. 


VINER BROS., INC. Bangor, Maine 


Viner Shoes $5.95 to $8.95 






*Patent Pending 







Another VINER full page Color advertisement appearing in GLAMOUR & CHARM - August & September 
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IF YOU want to win in life’s long race, 














With active feet and lively pace 
Pied Piper Shoes are what to wear, 
They'll flex and bend and seldom tear 
For they are made with leather fine, 


It’s TOMAHAWK from the Rueping line! 
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TRADE MARK 
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SHOES: Style No. 475 
Pied Piper Shoe Co. 
Wausau, Wisconsin 


LEATHER: Rueping’s TOMAHAWK 
Color No. 83 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Another VINER full page Color advertisement appearing in GLAMOUR & CHARM - August G September 
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Selby Company Interests Retain Control 





Bellanca Corporation Edged Out in Heated Proxy Battle by 
Margin of 3,247 Votes—Selby Wins Three of Five Board Seats 


PORTSMOUTH, O.— Home interests 
won out in the heated proxy battle 
between local management and the 
Bellanca Corporation in the annual re- 
organization meeting of the Selby Shoe 
Company. 

Nothing like it has happened here 
since the Portsmouth Steel Corporation 
proxy fight in 1950, which observers 
called mild in comparison with the ten- 
sion and maneuvering evidenced in the 
battle for voting rights. 

Ironically, a block of 1,800 shares, 
which Bellanca declared emphatically 
it owned, turned the tide to Selby. 

For some weeks it was known Bel- 
lanca was seeking control and it be- 
came known a “showdown” could be 
anticipated at the annual session sched- 
uled for Thursday, June 28, but not 
finished until the small hours of Satur- 
day. * 

The war of proxies ended at 1:40 
A.M. with the announcement that local 
management retained control of the 
company which has manufactured foot- 
wear for women for many years. 

The long, drawn-out maneuvering 
for proxies was climaxed with the re- 
turn of Roger A. Selby as chairman of 
the board. Calvin Clarke, retiring 
chairman, was reelected treasurer and 
Paul Flohr, local manager for Vercoe 
& Company, New York brokers, was 
named the third director. 

Bellanca named as directors Joseph 
R. Hewitt and Thomas Gagan, New 
York City attorney. 

Mr. Selby is a veteran of more than 
40 years with the firm. He previously 
served as president and chairman. 

Wallace H. Benton was reelected as 
general manager and to the new post 
of executive vice-president. Joseph R. 
Donohoe, a veteran in the foreign sales 
department, was reelected secretary. 


Mr. Hewitt is a member of the New 
York investment firm of Payer-Hewitt. 
Mr. Gagan, Bellanca counsel, has his 
office at 99 Wall Street. 

No Bellanca representatives were 
elected officials of the company. 

Immediately after election Mr. Selby 
announced that the directors will seek 
“the best qualified man available to 
take the presidency.” 


The final tally of proxies gave man- 
agement 111,341 and Bellanca 108,094: 
A total of 219,435 out of a possible 
226,850 shares were voted. Approxi- 
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mately 3,600 shares of the unvoted 
stock are held by individuals and about 
8,800 shares are in the hands of 
brokers. 

An apparently last-minute switci on 
the proxy for a block of 1,800 shares 
held by a New York broker swung the 
election to the Selby management. 

Bellanca representatives claimed 
they owned the stock but the broker 
gave his proxy to the management in 
a dramatic move which kept the an- 
nual meeting running through Thurs- 
day, all day Fr'tay and until 1:40 
A.M. Saturday. 

A change in proxy for the 1,800 
shares would have reversed the out- 
come and assured control for Bellanca. 

Attorneys and representatives for 
Bellanca said the voting of approxi- 
mately 98 per cent of the outstanding 
stock was “very unusual” and was a 
tribute to the hard work by both sides 
to gain control. 

At the conclusion of the bitter fight, 
in which tempers flared, there was a 
feeling that the scrap may not have 
ended with the voting. It was felt in 
some quarters that Bellanca may con- 
tinue to seek shares sufficient to gain 
control. 

It was pointed out that if Bellanca 
does acquire majority stock it could 
call a meetine and elect directors desig- 
nated by Bellanca. 

Bellanca interests intimated that the 
corporation may file a suit to contest 
the election. However, attorneys Ches- 
ter P. Fitch of Portsmouth and Frank 
Ryan of New York, company counsel, 

[TURN TO PAGE 26, PLEASE] 


‘Early Birds’ to Look Into 








Shoe Production Prospects 


New YorK — The context of the 
“Early Birds” Membership Breakfast, 
to be held Tuesday morning, August 21, 
in the Sert Room of the Waldorf-As- 
toria Hotel, was released in a bulletin 
by the National Shoe Manufacturers 
Association. 

These semi-annual breakfast forums, 
sponsored by the association, are held 
prior to the Leather Shows. 

Merrill A. Watson, executive vice- 
president of NSMA, will be the mod- 
erator at the next breakfast meeting. 

Panel addresses scheduled are, under 
the general category, “As I See It.” 
The retailers’ point of view will be 
expressed by Myron S. Silbert, vice- 
president of Federated Department 
Stores, Inc.; the manufacturers’ point 
of view by S. L. Slosberg, president of 
Green Shoe Manufacturing Company 
and NSMA president, and the econo- 
mist’s point of view, by A. W. Zelomek, 
president of International Statistical 
Bureau, Inc. 

A short question period will follow 
each address. Members have been ad- 
vised they can send in questions. 

The association said the aim of these 
forums is to present an examination 
of current conditions in the industry 
and to forecast trends. 

“Now we are apparently in a period 
of correction,” the NSMA bulletin de- 
clared, “Sales are picking up from a 
slow spring and today are undoubtedly 
exceeding production. The adjustment 
is being made. The most important 
questions now are: Will sales continue 
at a high level? How much will inven- 
tories be drawn down? What are the 
prospects for shoe production, and hides 
and leathers this fall?” 


U. S. Sees Shoe Production 
Down Only 1 Per Cent in °56 


WASHINGTON—The mid-year U. 8S. 
Department of Commerce survey, in- 
dicating continued high output and 
sales in most major industries, had the 
following to say about shoes: 

“Output was at record levels during 
the first half of 1956 and ran ahead of 
retail sales. Unfavorable Easter retail 
volume due chiefly to bad weather re- 
sulted in slightly increased inventories 
by the end of June. Production in the 
last six months of 1956 is expected to 
ease off from the high volume attained 
in the first half, as well as from the 
same period of last year. Total 1956 
shoe production should be only slightly 
under the 1955 volume, with a decline 
of not more than 1 per cent indicated.” 
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Rueping Workers Get 
Ten Days to Register 


Fonp pu Lac, Wis.—The long strike 
against the Fred Rueping Leather 
Company ended here with a vote of 
171 to 5 by members of Local 360, Fur 
and Leather division of the Amalga- 
mated Meat Cutters and Butcher Work- 
men of North America, AFL-CIO. 
There were many abstentions. 

The strike began August 8, 1955, 
over wage-rate and fringe-benefit 
issues. 

There was no concrete settlement. 
The strike was called off at the request 
of leaders of the Fur and Leather di- 
vision, who sought to “salvage some- 
thing of this situation.” 

Abe Feinglass, Chicago director of 
the division and an international Amal- 
gamated vice-president, told the union 
members meeting in the Fox theater, 
“If we continue this, we would not be 
acting as true leaders to you. The sit- 
uation now is desperate, and as diffi- 
cult as it is to acknowledge this, we 
are giving the facts to you.” 

Mr. Feinglass and Ray F. Wentz, 
St. Paul vice-president of the interna- 
tional, said the determining factor had 
been to restore jobs to persons who had 
werked a lifetime at Rueping’s. 

C. F. Van Pelt, president of Reuping, 
submitted the following statement as 
an official comment by the company: 

“You asked me for a statement from 
the company. As yet I have not re- 
ceived any official notice from the 
union that the strike has been called 
off. I did talk with the union officials 
and told them that they called the 
strike, and they could call it off at their 
will. They said, ‘If we do, what will 
be the company’s policy?’ I reported 
to them as follows: 

“We would hire for replacement 
only when needed the old employes, in 
accordance with company seniority. 
That means, as I understand it, that 
when a replacement is made, we will 
call the oldest man on our employment 
records before the strike, and if he is 
capable of passing a physical examina- 
tion and has not been guilty of any 
misconduct during the strike, he or she, 
as the case may be, will be hired. 

“We also told the union that we 
agreed in good faith in 1954 to make 
certain adjustments on the wage scale 
amounting to one cent across the board 
and further agreed to pay each one of 
the old empioyes $50. It was our un- 
derstanding that our offer was ac- 
cepted by the bargaining unit at that 
time, for we immediately made adjust- 
ments on our books for the wage in- 
crease, but the company never received 
any request for the $50 up to this date. 
We told the union that in due time, if 
the strike was called off, we would 
write all our old employes and tender 
them the $50 which we felt in all equity 
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Melville Announces New Vice-Presidents 





FRANCIS C, ROONEY 


New York — Three new vice-presi- 
dents were elected by the board of di- 
rectors of Melville Shoe Corporation. 

Francis C. Rooney, Jr., was elected 
vice-president in charge of men’s and 
buys’ footwear merchandising and Wil- 
liam H. Muckley was elected vice- 
president in charge of hosiery mer- 
chandising. Mr. Rooney was formerly 
director of merchandising and Mr. 
Muckley was director of the hosiery 
division. 

Mr. Rooney joined Melville in 1953 
as stylist, coming from a similar posi- 
tion with Florsheim Shoe Company in 
Chicago. Prior to that, he was with 
John Foote Shoe Company in Brock- 
ton, Mass. He is a member of the style 
committees of the National Shoe Re- 
tailers Association and the National 
Association of Shoe Chain Stores, In 
his present capacity, he will develop 
all men’s and boys’ footwear lines for 









WILLIAM H. MUCKLEY 


the company’s 700 Thom McAn stores 
in coordination with 12 company fac- 
tories and other suppliers. 

Mr. Muckley joined Melville in 1948 
as hosiery buyer. His previous experi- 
ence in this field was with Macy’s and 
Montgomery-Ward. He will supervise 
all hosiery buying and merchandising 
for the Thom McAn stores, involving 
some 15 million pairs of men’s and 
boys’ hose annually and a rapidly ex- 
panding volume of women’s and girls’ 
hosiery for the growing number of 
Thom McAn family shoe stores. 

Spencer D. Oettinger was appointed 
executive vice-president of Miles Shoes, 
it was announced by Murray M. Rosen- 
berg, chairman of the executive com- 
mittee of the Melville Shoe Corporation 
and president of the Miles Shoes divi- 
sion. Mr. Oettinger, 43, is a Harvard 
graduate. He has been with Miles for 
20 years. Miles operates more than 185 
stores. 





and fairness was part of our settlement 


in 1954 and which, in our judgment, 
belongs to our old employes.” 

Negotiations reportedly bogged down 
last year when the union wanted the 
bonus applied to the basic wage rate. 

The statement by the company also 
contained a clause which assured the 
strikers the company would harbor no 
malice, and would rest on the disposi- 
tion made by the Fond du Lac circuit 
judge, Russell E. Hanson, on any 
thorny issue that mig¢nt develop out of 
the return to work program. 

The atmosphere of the meeting was 
charged with tension. Women wept 
openly. 

Under the company’s statement of 
policy, strikers were given 10 days to 
register for work at the tannery. Older 
workers will be notified first of open- 
ings as they occur. 

Union officials said 893 employes 
struck 45 weeks ago. Currently there 
are approximately 360 strikers on the 
union’s roll. Thirty-three workers were 
said to have returned to their old jobs 
with the company. 


Hint of Fall Shoe Styles 


Seen in ‘Shoe of Month’ 


St. Louis—The Shoe Fashion Board 
of St. Louis has chosen as Shoe of the 
Month for July, Town and Country’s 
Ghillie-Hi, a polished grain calf wo- 
man’s shoe that, it said, strongly fore- 
shadows coming fall styles. 


Three gracious curves of leather, one 
approaching from each side and one 
approaching from the tip, reach up to 
the throat of the shoe and are there 
joined by a thin bow of leather. This 
modified ghillie-tie style is expected to 
be a dominant element in the fall 
wardrobe. 

The Ghillie-Hi, as offered by Town 
and Country, has a perforated spectator 
type toe line and a slender medium 
heel. Rich calf lends a tailored air in 
both line and color that blends per- 
fectly with casual dress styles of the 
current summer season. In brass, em- 
erald green and black, the Ghillie-Hi 
becomes an ideal companion to light- 
weight knits, cotton plaids and summer 
silks. 


Boot and Shoe Recorder 

















KENNETH HEGGS 


CINCINNATI—Vulcan Corporation an- 
nounced that the recently acquired Mor- 
ton Last Company has been incorpo- 
rated as a wholly-owned subsidiary of 
Vulean Corporation. Officers of the 
newly formed corporation are: A. J. 
Giese, president; J. Hendrick, vice- 
president; L. B. Austing, vice-presi- 
dent; L. G. Budke, secretary-treasurer. 

As vice-president of the Morton Last 
Company, Mr. Hendrick announced a 
number of appointments among the 
Morton personnel. 

Kenneth Heggs has been appointed 
acting plant manager. He had been as- 
sociated with Morton Last Company, 
Inc. as chief model maker and sales 
representative for five years. He will 
continue to serve in a sales capacity. 
Mr. Heggs has been connected with the 
last industry for 36 years, and during 
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THOMAS H. STAMM, SR. 


that time has personally performed 
most of the operations required to pro- 
duce a quality last. 

Joseph Pierrot, an employe of Mor- 
ton for 28 years, will continue in the 
position of superintendent for the suc- 
cessor corporation. 

Thomas H. Stamm, Sr., who has been 
associated with the last industry for 54 
years, will be head model maker and 
sales representative. Mr. Stamm was 
one of the organizers of the original 
Morton Last Company. 

Following in his father’s footsteps .s 
a sales representative will be Thomas 
H. Stamm, Jr. The younger Mr. Stamm 
had been serving in a general capacity 
and is a skilled last maker. 

Directing the office activities as chief 
clerk will be Mrs. Antoinette Schu- 
macher, a long-time Morton employe. 





Hawes Retires from A. C. Lawrence After 48 Years 


PeasBopy, MAss.—The retirement of 
James L. Hawes after an association of 
48 years with the A. C. Lawrence 
Leather Company was announced by 
the firm. 

More than 150 of his friends and 
fellow ACL employes gathered at a 
testimonial banquet June 27, at the 
Putnam Lodge, Danvers, to bid him 
farewell and to present him with a 
parting gift. 

At the age of 17, Mr. Hawes went 
to work for A. C, Lawrence. As a clerk 
in the old ACL pigskin tannery, he 
learned the leather business, and by 
1918 became assistant superintendent, 
and in 1916 was named superintendent 
of that division. He continued as such 
until 1922 when more valuable uses 
were found for pigskin in the commer- 
cial gelatin field and the pigskin tan- 
nery operation was discontinued, 

In 1922, he was placed in charge of 
the Book Leather Sales department and 
by 1923 the opertion had expanded and 
was renamed the Bag, Case & Strap 
Leather department. He was made 
manager in 1935, which position he 
held for nearly 20 years until this de- 
partment was discontinued. 
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Since then he has performed various 
functions in the side leather division, 
and at one time or another has been 
of aid to almost every division in the 
company. When the plans were drawn 
for construction of the ACL South 
Paris, Me., tannery, he lent his years 
of experience to the largest individual 
construction and installation project 
ever undertaken by ACL. 





USMC Acquires Kimball 
And Braun Companies 


BostoN—The United Shoe Machinery 
Corporation announced the acquisition 
of the A. Kimball Company and the 
K. J. Braun Engineering Company, 
Inec., through the issuance of United 
Shoe common stock in exchange for 
all of the outstanding stock of the two 
companies acquired. 

Founded in 1876, the Kimball com- 
pany, of New York City, manufactures 
and sells price and inventory tags used 
in both manufacturing and merchan- 
dising. Kimball has recently intro- 
duced unique machinery which facili- 
tates the mechanical processing of in- 
formation contained on the tags, onto 
punched cards through the use of ex- 
isting office type business machines. The 
intention is to continue to offer these 
machines on a lease and sale basis. 

The Braun Company, of South Nor- 
walk, Conn., originally designed and 
manufactured these machines for the 
Kimball Company. 

United said both companies will con- 
tinue to operate as they have in the 
past under existing management. 
United’s research and manufacturing 
facilities as well as its experience in 
leasing and servicing machinery are 
expected to complement the activities 
of the Kimball and Braun companies. 

































































Final May Shoe Output 
Put at 47,963,000 Pairs 


New YorK—Final May shoe produc- 
tion figures were tabulated on Bureau 
of the Census data released in a Tan- 
ners’ Council trade survey bulletin. 
Total output was 47,963,000 pairs. It 
was slightly higher than anticipated 
and represents a 1.7 per cent gain over 
May, 1955, production. 

This tabulation contributes to a first 
five months of 1956 total of 261,288,- 
000 pairs, or 6.7 per cent more than for 
the same period last year, 

The council said the slight gain over 
1955, for May, was distributed mainly 
among men’s shoes, up 12.5 per cent; 
boys’ shoes, up 7.6 per cent, and in 
misses’ shoes, up 13 per cent. 

The average factory value per pair 
dropped, from $3.69 in April, to $3.56. 

The breakdown in production figures 
for shoes and slippers other than rub- 
ber in thousand pairs was: men’s dress 
and work, 10,032; youths’ and boys’, 
1,858; women’s, 21,977; misses’, 3,050; 
children’s, 2,295; infants’ and babies’, 
3,102; athletic, 470; slippers, 5,007, and 
other, 172. 

The bulletin gave this production 
breakdown by states in thousand pairs: 
Illinois, 2,231; Maine, 3,482; Massa- 
chusetts, 9,255; Missouri, 4,491; New 
Hampshire, 3,494; New York, 7,404; 
Ohio, 1,547; Pennsylvania, 5,468; Wis- 
consin, 1,528, and other, 9,118—which 
added up to a United States produc- 
tion total for May, 1956, of 47,963,000 
pairs, 











said the election was eonducted accord- 
ing to the laws and regulations of 
Ohio and there is no basis for a law 
suit. 

“Such a suit would only serve as a 
delaying action and would not change 
the result of the election. We are sure 
of our proxies.” 

Just prior to the day of the meeting 
considerable local interest was aroused 
toward having local residents acquire 
more Selby stock in an effort “to save 
the Selby Shoe Company for Ports- 
mouth.” 

Representatives of the United Shoe 
Workers said employes expressed a de- 
sire to buy shares through a payroll 
deduction plan. 

With the directors pledged to employ 
“an able president” some local business 
and professional men believe that suffi- 
cient money might be raised to insure 
local ownership of at least 51 per cent 
of the stock. 

The new directors reelected other 
officers of the firm as follows: O. F. 
Price, vice-president in charge of bulk 
sales; Julius M. Johnson, vice-presi- 
dent in charge of the Manchester, 
N. H., plant, and Robert L. Graf, as- 
sistant treasurer. 

The directors voted to meet again 
July 26 at the plant. 

Mr. Clarke, who has been a director 
since 1952, was chairman the last sev- 
eral months. He requested that he be 
relieved of that office. Mr. Price, a 
veteran Selby salesman, who played a 
leading role in acquiring proxies, an- 
nounced he will retire August 1. He 
said he informed management two 
years ago of his wish to retire. 

Mark W. Selby and Homer C. Selby, 
brothers of Roger Selby, recently dis- 
posed of their stock and retired from 
the board after being directors for 60 
years. Attorney H. A. Estabrook of 
Dayton, O., company counsel since 
1940, also retired as a director. 

All sorts of reports gained circula- 
tion during the two-day meeting. One 
report advanced the theory that Bel- 
laneca wanted contro) for the purpose 
of disposing of its Selby stock at a 
premium. 

There were reports from usually re- 
liable sources that Sydney L. Albert, 
head of Bellanca, sought a negotiated 
sale of Bellanca holdings in Selby stock 
for at least $19 a share. The stock has 
been ranging from $15 to $18. 

Bellanca paid $19.50 for the bulk 
of its estimated 73,000 shares. Mark 
W. and Homer C. Selby and W. B. 
Altsman received $19 for approxi- 
mately 68,000 shares. 

Observers pointed out that if Bel- 
lanca owned the majority it could sell 
at a premium price because there are 
others desiring to acquire control. 

In his annual report to the share- 
holders, Mr. Clarke said, “In the year 
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ending April 30, 1956, the company 
earned a net profit of $129,000. Con- 
sidering that the company lost $187,- 
000 in 1955, this year’s earnings ac- 
tually were $316,000. 

“We had so many difficulties along 
the line that we expected only to break 
even and were surprised at the profit 
shown. 

“We have reduced costs. We reduced 
the lines of shoes from 11 in 1952 to 
five at this time. The casual plant was 
moved from a site costing $500 rental 
monthly to the parent factory. We 
have cut expenses elsewhere and have 
more cutting to do.” 

Mr. Clarke described the company’s 
foreign interests and reported Selby 
owns 59 per cent of a company in 
Brazil, which is the largest producer 
of shoes south of the United States. 
Its net profit last year was $573,000. 

The company holds interest in other 
plants in Australia, New Zealand, 
South Africa and England. It re- 
ceives a service charge from these firms 
for use of its patents and know-how. 

In the retail field, he reported the 
company had expected to spend only 
$125,000 in opening a new store in 
Miami, Fla., but costs soared to $500,- 
000. The company opened a new outlet 
in Columbus, O., invested $4% million 
in L. A. Verner stores in Pittsburgh, 
opened new stores in Lakeland, Fla., 
and Jacksonville, Fla., and closed a 
unit in Binghamton, N. Y. 

“As a whole the retail stores oper- 
ated in the red last year,” said Mr. 
Clarke. 

Speaking of production, the chair- 
man said the firm produced 192,000 
more pairs in 1956 than in the previ- 
ous year. 

On government contracts, Mr. Clarke 
said the firm has a six-month backlog 
of orders for U. S. Air Force helmets. 

Mr, Clarke revealed that foreign in- 
terests were concerned over the pres- 
ent situation and had cabled offers of 
help. 

“We appreciate,” said Mr. Clarke, 
“that Bellanca has a substantial in- 
vestment in Selby. So does the man- 
agement, We will appreciate all the 
help and cooperation we can get and 
solicit the support of Bellanca.” 

Arthur K, Rothschild, Bellanca trea- 
surer, said, “Our spirit of cooperation 
is 100 per cent. We can’t make shoes. 
You make the best shoes in the coun- 
try. You have our 100 per cent co- 
operation.” 

Mr. Hewitt added, “With hard work 
and diligence the problems can be 
overcome, The Selby Shoe Company 
has built a great name, a great repu- 
tation and I want to take this oppor- 
tunity to pay tribute to the Selby fam- 
ily for the tremendous name it has 
made for this company.” 





Fashion Director Discusses 
European Shoe Construction 


New York—Art and science were 
combined in the presentation of the 
Third European Shoe Couiection by 
Charline Osgood, fashion director of 
the Kid Leather Guild, at the Statler 
Hotel here, June 25-29. 

Miss Osgood discussed body struc- 
ture and foot anatomy before she 
showed the collection of Italian shoes 
she brought back from Europe. She 
said the blueprint of the future would 
be a footprint translated into the bot- 
tom of the shoe. Demonstrating with a 
cast that had been made from her own 
foot, and a last made to her specific 
requirements, and for an 8/8 heel, Miss 
Osgood traced the changes that vary- 
ing heel heights effect. 

She also contrasted specialized Ital- 
ian shoemaking methods with those 
used in this country. She showed 
leather soles that conform to the bot- 
tom of the foot, shaped leather inner- 
soles, the straight counter (not a pre- 
moulded counter) that is lasted with 
the upper and the lining, one piece up- 
pers, and similar items, all adding un 
to soft, supple, functional shoes that 
are smart, chic and comfortable. 

Each of the tanner members of the 
Kid Leather Guild, Wm. Amer Com- 
pany, Amalgamated Leather Compa- 
nies, Inc., Dungan, Hood & Company. 
Inc,, John R. Evans & Company. 
Thomas B. Harvey Leather Company, 
G. Levor & Company, Surpass Leather 
Company, Inc., and Tan Art Leather 
Company, was represented in this col- 
lection that featured KID—smooth, 
glazed, textured, silky kid suedes and 
combinations of these, as they were 
designed and made into the Italian 
shoes, 


The collection included elegant city 
flats smart walking shoes, new spec- 
tators and high fashion street and 
evening shoes. The Empire Pump was 
the most important silhouette and 
other features that contributed to the 
newness of this latest collection in- 
cluded off-center openings, sabot and 
garter T-straps, bracelet openings, etc. 

Miss Osgood indicated that color 
would again be most important for re- 
sort and spring fashions in 1957, with 
special emphasis on White, Atmosphere 
Gray (a diffused moonlight glow), 
Paris Blue, which is a grayed-down 
electric blue, Cranberry and others. 

A large and attentive. audience was 
on hand in the Boston Room of the 
Statler Hotel on each of the five days 
of the presentation and these included 
shoe manufacturers, retailers, tanners, 
designers and press. Miss Osgood’s 
subsequent presentations will include 
St. Louis, July 10-18; Cincinnati, July 
17 and 18; Columbus, July 20; Chicago, 
July 23, and Boston, August 6 and 7. 
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SHOE ADHESIVES 


More Than a Billion Pairs of 






Cement Shoemaking Experience 


There’s the right tool for the right job — there's the Right Shoe Ad- 
hesive for better shoemaking results — and COMPO has the RIGHT ADHESIVE 
for you. 

COMPO’S experience has been gained through the production of more 
than a billion pairs of cement process shoes. Not only was COMPO the pioneer in 
the manufacture of machines and adhesives for this construction, but it is today the 
world’s leading producer of shoe adhesives. 

A COMPO adhesive expert is fully qualified to solve your particular 
production problem. Call or wire your local COMPO office today. 





Shoe Machinery Corporation 


$125 ROBERTS ROAD -— WALTHAM 5&4, MASSACHUSETTS 


COMPO 
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NEWS 


ON AN_EXCITING SCALE: 


famous for fashion 
and fit 


Made by world's largest shoe makers 


Vitality Shoe Company, Division of International Shoe Company, St. Louis 3, Mo. « New York Office: Room 912, Marbridge Bidg,, 47 W. 34th St. 
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Influential design 
Traditional quality 


Vitality’s exciting news for fall fea- 
tures a distinctively styled line of 
beautifully crafted shoes for every 
occasion, Of importance is the new 
narrow toe last—elegant in appear- 
ance, beautiful in fit and design, 
Colors and leathers are more excit- 
ing than ever, Leadership in fashion 
styling and constant attention to the 
achievement of fine fit have consist. 
ently made Vitality “front page” in 
the news of shoes and profit favor- 
ites with retailers across the country, 
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Sales Prediction 


Wage-Hour Extension 


Consumer Credit Study 


\ITGrihciin Newsreel 








by George H. Baker 


Retail sales of footwear during July and August probably will be com- 
fortably ahead of the slow totals registered in the spring, new government 
reports indicate, 

The pick-up in sales volume will partially offset the slow spring selling 
season, according to J. G. Schnitzer, director of the Leather, Shoes and 
Allied Products Division of the Business and Defense Services Adminis- 
tration, U. S. Department of Commerce. 

Mr. Schnitzer figures the improved outlook for retail sales will aid 
substantially in trimming factory inventories. But the spurt in retail sales 
probably won't be big enough to cause any increases in factory output. 
Production, unlike retail sales, probably will continue to jog along through 
the summer months at a rate substantially lower than the hefty pace set 
earlier this year. 


Some of the major opposition to extension of the federal minimum wage 
and hour law to retail and service trades may crumble next year. There 
are strong indications in Washington that the large department stores, 
which have put most of the money and energy into fighting the expansion, 
will be ready next year to withdraw their opposition. 

Such a withdrawal could remove the final roadblock to eventual 
coverage of all retail and service establishments by the 40-hour, $1.00 
an hour (time-and-a-half for overtime) federal regulation, 

According to sources close to these large department stores, many of 
them chain operations, they will withdraw from the battle for public 
relations reasons—they are tired of the “substandard wage” tag, and 
believe that since they are generally paying the minimum wage now, it 
will help them attract better employes if they try to lose that tag, Some 
of them may actually support the extension to multi-state operations, 

These stores admit privately that they realize that extension of the 
minimum wage-hour law would seriously hurt smaller operations even 
before they are actually covered, and that once the door is open, the law 
will be made to cover all business, But they say they are tired of fighting 
on principle alone, and plan to give in next year, 


The Federal Reserve Board, in a new special study of consumer credit, 
will dig deeply into the experiences and ideas of many retailers in a 
search for data on the advantages and disadvantages of standby con- 
sumer controls, 

FRB officials are aware of the general opposition of merchants to 
standby controls, but they want it explained. The Board also is going 
to make a special effort to find some dissenters in business who favor 
controls to be used in periods of extreme inflationary pressures, 

The FRB will seek retail association views, and set up conferences 
with groups of spokesmen for the large stores and chains in each retail 
category to collect most of its information, but it will also mail “requests 
for opinion and information” to selected small merchants, 

Any dealer can submit his views without receiving a form, 

Stores that do receive the forms are not required to fill them in if 
they object. The forms are confidential and do not ask for detailed statis: 
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Flood Damage Compensation 


Urban Renewal Moving Costs 


Mergers 
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tical data, although it can be submitted if the dealer wishes, 

The FRB study is a valuable avenue for merchants to be heard on 
credit controls, The board is also making a highly detailed statistical 
analysis of recent credit history, which will be valuable to retailers. 


Prospects that businessmen and home owners who suffer flood damage 
will get partial compensation is looking up. 

The Senate has overwhelmingly (61 to 7) approved a disaster insur- 
ance bill which would provide up to $5 billion to underwrite disaster 
insurance, The measure as passed by the Senate would give coverage up 
to $250,000 for business firms and $10,000 for homes. 

Policy holders would pay 60 per cent of the premiums and the gov- 
ernment the remainder until 1959, when the states would be required to 
pay half of the federal government share. Rates, to be set by a new 
federal flood insurance administration, would run between $5 and $12 
for each $1,000 of coverage. 

The program proposed by the Senate is a pilot program, to be im- 
proved after a few years of operation, It would permit private insurance 
firms issuing flood insurance to reinsure their risks with the government, 
and is designed to encourage private insurance firms to issue insurance 
above the government maximums through special reinsurance provisions, 


Merchants and other small businessmen forced to move to make way for 
urban renewal projects may be in line for federal government assistance, 

Rep. Barratt O'Hara (Illinois Democrat) is sponsoring a measure 
which would give retailers direct federal grants to help meet moving 
costs and federal assistance in getting loans to re-establish their firma, 

Problem of dislocation of businesses in redevelopment projects is 
becoming more serious as an increasing number of cities begin rebuilding 
their older sections, More than 100 small retail enterprises are being 
forced to move at great sacrifice in one Chicago urban renewel project, 
and some 1100 firms are being pushed out in a similar project in New 
York City. 

Federal assistance is now available to pay moving and relocation costs 
of residents cleared out of renewal areas, but nothing for businessmen, 


New government figures on merger activity last year show that only 83 
of the 846 mergers that occurred during 1955 were in the retail and 
wholesale trades, But 689-—more than 80 per cent—were in the manu 
facturing industries, 

The Federal Trade Commission, in releasing the results of its tally on 
mergers, says the year's total is the highest in the five years that the 
government has been keeping track of the number of mergers, 


It's againat the law for retailers to sponsor bingo games on television if 
the players have to pick up their cards at the retatler’s store, the Federal 
Communications Commission says, 

The FCC says that making the customer go to the store to get his 
bingo card, even though he is not obligated to buy anything, makes the 
game a “lottery,” and hence illegal, 





Swing-Strap 


Bradford 











THE SHOE FOR CHILDREN 


Firenze 


EDWARDS YEAR ‘ROUND IN-STOCK 
SERVICE! 


It's second to none in fulfilling every 
dealer demand. A most complete stock, 
modern facilities and skilled handling, 
provides a triple guarantee for speedy and 
efficient shipment of day-to-day orders, 
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fair lady colors by 
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riding in on the great 
new wave 


of 1912 fashions 


* 


FAIR LADIES IN KIDSKIN 
To use with black matte or patent kid: 
#89, #126, #154, #157, #78, #158, 
#174, #196, #104, 
With white kid for resorts: 
#42, #130, #57, #119, #193, #27, #43, #167, 


FAIR LADIES IN CHARMOOZ 
To use with black patent kid: 
#936, #927, #946, #937, #954, #932. 
With white kid for resorts: 
#902, #903, #901, #909, #917, #922, 
$930, #924, 4937, $936, #946, 
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We told you about this fashion revival months ago, when we presented the 
first edition of our Fair Ladies at the Fall Leather Show. Now you can read 
all about it in reports on the new fall collections, There’s a veritable tidal 
wave of styles inspired by Cecil Beaton’s costumes for the Broadway smash 
hit, and the entire world of fashion including millinery and accessories is 
preparing for this dramatic new presentation, We are happy to participate, 
with Amalgamated kidskins in elegant little shoes that recapture the charm 


of another fashion epoch, when kidskin was the darling of fashion. 


Write for swatches of the new 1957 additions to the Fair Lady colors—to be shown 
at the coming Leather Show in August. Amalgamated Leather Companies Ine. 


Wilmington 99, Delaware. 
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IROQUOIS OXFORD 
18652 Burgundy 
18752 Redwood Brown 
78852 Black 


TWO EYELET TIE 


1962 Cordo 
1974 Black 








All Goodyear Welts...All IN-STOCK 
Allstyles ready for prompt shipments 
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to retail at 


a aa YOUTHS’ SIZES 12 to 2; BOYS’ SIZES 2 to 6; and 
YOUNG MEN’S SIZES 6 to 12-B, C, D and E widths 











GORE LOAFER 
1995 Redwood Brown 
1996 Cordo 

1997 Black 
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For TOP PERFORMANCE it’s ALL-WAYS 


Nationally Advertised 











Sunors 


FASTEST! 


. «+ + featuring genuine welts and 


compo construction from tots to sub-teens 


suggested retail for most styles $550 to $6 


A few styles slightly higher. 





Send for our catalog today. 
st W rite us for franchise for your city. 
4:3 2:2 tC a8 JUNIOR S 8S H O E co .4, RO « 


ONE ISLAND STREET, LAWRENCE, MASS. 
Division: Consolideted Notional Shoe Corp 





Boot and Shoe Recorder 

















Yortunet 


fun-loving shoes fe 









the casual\—— 







with as §® 






many uses 






as. summer 






has 


moods! 





Na 






// WJ 
The versatile use of céloni | Pater ay\by Fortunet in a casual with 


many fashion lives . . . ideal fot eve ummertime mood and moment. 


COLONIAL TANNING CO,, i Soe 11,MASSBACHUSBETTS 


duly 16, 1986 7 
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_., from every important shoe 
manufacturer .. . now feature 
softer, smarter shoes with 
FABRicushon foam-fabric lining. 


FABRIcushon foam-fabric lining adds glovelike flexibility and 
comfort to high styling .. . actually breathes for coolness. . . 
handles like ordinary fabric . . . keeps the shape. 


THE KENDALL COMPANY 
Andrews-Alderfer Division 
1055 Home Ave., Akron, Ohio 
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ADULT EDUCATION 
IN COMFORT 


by the 


This black kid step-in is fitted with kid-finish 
SHUGOR panels, 





TAYLOR 








Satin-faced SHUGOR panels mold this 
calfskin shoe to the foot. 






Nylon suede TayloPleat SHUGOR blends 
with suede calf, and presents the illusion 
of pleated suede leather, 


















Instep support and ony fit are assured b 
high panels of suede TayloPleat SHUGO 
that matches the suede leather, 


Through the years the SHUGOR 
Taylor has taught women how to 
enjoy fashionable comfortable 
footwear, and these styles afford 
another lesson in styleful shoe 
construction for Mrs. America’s active 
feet — and her need for 

buoyant comfort. 









VAVLORED T0001 


THOMAS TAYLOR & SONS 
HUDSON, MASSACHUSETTS 








Ombré shaded TayloPleat SHUGOR features 
this black calf walking shoe, lending color 
interest to comfort. 


Copr. 1956 Thomas Taylor & Sons 
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‘rhe most powerful 
SHELLING GUIDE 
to Back-to-School 


Profits ! 








LEATHER SHOES FO 


A five-page promotion in 


EDWARDS, JUMPING-JACK, LITTLE YANKEE, 


In the September issue of Good Housekeeping, 
Leather Industries and six leading manufacturers of 
quality children’s shoes inaugurate the most com- 
plete, most concentrated children’s shoe promotion 
ever developed. 


For the first time in history, the industry joins forces 
to produce a spectacular five-page ad section. The theme 
is “Guide them right ... guide them back to school in 
all-leather shoes.” The impact of this message will 





reach an audience of 5,000,000 above average income 
families with children...an audience that looks to 
Good Housekeeping and its seal for guidance in their 
purchases, 


Leather presells these parents on shoes, because leather 
is synonymous with quality. To capitalize on this 
compelling buying force, each manufacturer partici- 
pating in the section is featuring a new and popular 
shoe atyle. 
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R BACK-TO-SCHOOL 


Good Housekeeping featuring shoes by 


PLAY-POISE, PRO-TEK‘TIV & SIMPLEX FLEXIES 





I 





School In Leather Shoes” season! 


The progressive dealers who carry the lines advertised ° q QqiFitittinit—— 8 
in the section will have, in their community, the moat H 411 Fifth Ave., New York 16, N, Y. > 
powerful point-of-sale package ever created—a kit ® Gentlemen: - 
containing a host of dynamic promotional material: = Please forward your Good Housekeeping merchandising kit, We 
counter cards, window display cards, ideas for retail ada, : tetiewing brand lines of ehlidren’s choos ° 
eany-to-set-up interior and window display auggeationa, ° ° 
Quality and leading shoemanship is the guide to the ; ; 
biggest volume selling season ever—the ‘Back-To- ° ame ° 
. Address : 
e . 
. 


City Tone State 
@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee 
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In the soft “quiet”? good-looks 
of Gallan’s Milwaukee Calf 


For seeing yourself in, we recommend mirrors 
not shoes. There is no high glaze to beautiful 
Milwaukee... just a soft elegant glow that 
commands more respect and higher mark-ups. 


Your discriminating customers feel more at 
home in shoes of this rich leather because it 
“wears well” looks-wise, too. Be sure to check 
the Gallun numbers in a wide choice of colors, 
when ordering your piestige lines. A. F, Gallun 
& Sons Corp., Tanners, Milwaukee, Wisconsin 


Mbcaukee Calf 


OTHER FAMOUS GALLUN TANNAGES 





fs , 





NORWEGIAN CALF 


NORMANDIE CALF Snare cae? 


Tie 
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Here’s 





BECKTOE 
has everything! 


An Outstanding soft box toe 
every smart step of the way. 











SUBSIDIARIES AND AGENTS, 
SUBSIDIARIES: Beckwith Mfg. Co,, of ig og 84 Laas 
Beckwith Box Toe, Lid., Sherbrooke, P. Q., ¢ anedo 
eke tes Plaster | Co,, Mudson, Moss, 
- oe mpany, Boston, Mow, 
! N Cc. AGENTS: Wright-Guhman Co., St. Louis, Missouri 
. Rg, nae § Sales Co., Reading, Pennsylvania 


- - torinamater i Sacto, ho 

tory Supplies, inc _ ee, sconsin 

203 Arlington Street - Watertown, Massachusetts EXPORT, Ralph S. Wilder & Sons Co., Boston, Massachusetts 
Colin Bailey, Port Elizabeth, South Alrice 


BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 
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Better days are coming.... 
buy and buy 


during 
CARTER’S 30th. NATIONAL 


KANGAROO and KIDSKIN 
SHOE SALE! 


For the 30th straight year, we're offering you sub- 
stantial savings on Carter's Kangaroo and Kid- 
skin shoes for men. It's a genuine sale, with genu- 
ine discounts—a genuine chance for you to make 
more money. 


WATCH THE AUG. | ISSUE 
OF BOOT & SHOE RECORDER 
FOR FULL DETAILS 


Carter... the best known name 
in Kangaroo leather 


J.W. CARTER COMPANY 


Nashville 1, Tennessee 
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HIGH 
FASHION 


falls in love with 
HILL AND DALE'S 





lighter, softer manner... 
beautifully translated 
by a continental-inspired 


tailored pump in 
HUBSCHMAN'S 
CALF 

#672 TOWN BROWN 


_ «+. a new Dixon-Bartlett 
Company achievement 
Baitimore 24 





ae ‘ — “94 
| SS gael — 
E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 


- 
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mC QUIN: 


ACROSS THE BOARD 


Here's the most complete line 
of Children’s Shoes in America— 



















SIZES WIDTHS 






LOOK FOR THIS he 
SHOE IN ; INFANTS CEMENTS 2-8 8 TO EE 
SEPTEMBER wy AND WELTS 

GOOD HOUSEKEEPING ;, : 

teaTnen ‘aia me. mee fe 

INDUSTRIES é 

PROMOTION GIRLS WELTS 8'23 ATO E 


YOUTHS AND 8'2-7 A TO EEE 
BOYS WELTS 


GROWING GIRLS 4-7 AA TOC 
DRESS CEMENTS 
AND WELTS 












PRESCRIPTION 8'2-3 A TO €€ 
.., and priced to retail at $5.95, $65 0 
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rofessional in 
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Here’s a sales clincher 
to help you sell more shoes 


Andthey’re sewn with nylon thread... 
the strongest thread used in shoes! 








You give the customer an extra reason for buying when you can tell him that 


the shoes you sell are sewn with nylon thread. For nylon is well known for its Wh Ur sale 
en yo a thread 


strength and abrasion resistance, It dramatizes the high quality of your prod- b " 
uct. And its use in shoes means better-looking, neater stitches. Nylon helps ha ngs ya con lon! 
keep customers sold, too—cuts returns from broken threads, builds customer make sure its yl 
satisfaction. 

Leading thread manufacturers use Du Pont nylon and ‘‘Dacron’’* to pro- 
duce the strong threads used in many of today’s top lines of shoes. Check your 
supplier to find out if the shoes you sell are sewn with nylon or “Dacron” 
polyester fiber, so you can take advantage of this extra sales feature. RES. U, 5, PAT.OFF 


BETTER THINGS FOR BETTER LIVING 
» THROUGH CHEMISTRY 


NYLON for swine thread 


DACRON 


REG. U 8 PAT OFF 


POLYESTER FIBER 


** Dacron” ia Du Pont's regiatered trademark for ita polyester fiber. 
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LAWRENCE CALFSKIN 


For the Love 
of Beauty 


She buys Devon Calf by Lawrence because of 
its soft radiant beauty. Designers use Devon Calf 
by Lawrence because it’s so beautifully versatile. 
You'll sell more Devon Calf by Lawrence because 


it appeals to the love of beauty. 


A. C. LAWRENCE LEATHER COMPANY 


A DIVISION OF Swirt & Company linc.) PEABODY, MASS. 
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One of a series featuring national advertisers who are Iselin clients 


Palter DeLiso, Inc., is one of the notable shoe manufacturers who factor 
with William Iselin & Company, Inc. We are proud of our association 


with these successful companies. Iselin factoring has long been a basic 


tool of successful operation in many industries, whether used for finan- 


cial, credit or consultative services. 


Atlanta 857 FOURTH AVENUE, NEW YORK 10 Grand Rapids 
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BULGY'S SHOE STORE 





SORRY WE DON’T 
HAVE YOUR SIZE EITHER 





all : 




















Mr. Bulgy is overstocked... 
is losing customers, too. 


He spent his time seeking deals.. 
forgetting about the shoe. 


TOO MUCH he bought to save a dime, 
TOO MUCH he bought for some extra time, 
TOO MUCH he bought from a Consignment line. 


Though his suppliers are ecstatic, 
poor Bulgy has the blues. 


He can find no purchasers for his deals, 
Consumers buy only shoes. 





Every store needs a good selling medium 
heel instep strap. We stock the BOGIE 
illustrated here, up to size 12 in brown, 





red and black calf. 











The Shoe with 
Consumer Acceptance 


HEYDAYS SHOES, INC. © 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 
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W ivtiam A. BENSON, credit 
sales manager of Schuneman’s, Inc., 
St. Paul, Minn., indicates: 

“Service has become a big factor 
in retailing today. Few of us are 
exclusive in the type of merchandise 
we offer. I dare say that anything 
you can buy in one department 





store, you can buy in any other in 
the same city . . . maybe not ex- 
actly the same brand name but 
comparable merchandise at a com- 
parable price. 

“In what area, then, can one 
store gain an advantage over an- 
other? In the type of service they 
render, When a customer buys 
something, she wants it right away 
not several days later . . . tomorrow, 
the next day or at the latest, on the 
third day, The customers know they 
are in a buyers’ market and if they 
can’t get service from your store, 
there are others who will be only 
too happy to satisfy them.” 
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B. EARL PUCKETT, chairman and 
chief executive officer of Allied 
Stores Corporation, says: 

“Downtown stores will remain 
dominant in total department store 
volume despite prospects for further 
growth of regional and suburban 
store business. We do about 10 per 
cent of in branch 
It could some day be as 
much as 25 per cent. But I’m still 
putting most of my money down- 
town, 


our business 


stores, 


“Few cities are losing total popu- 
lation—even adjusting for annexa- 


mae (ee) 





tions. The populations for which 
the downtown stores were built are 
still there and will continue to be. 
It takes a homogeneous population 
of 100,000 (and preferably from 
200,000 to 500,000) to support a 
department store even reasonably 
competitive in its appeal with the 
big city downtown department store. 
How many cities have a homo- 





( 


geneous suburban area of this 
size?” 
“THE BIG NEED the little” 


was the theme of the talk that Wil- 
liam Burston, secretary of the ven- 
dor relations committee of the Na- 
tional Retail Dry Goods Associa- 





tion gave before the Silver Jubilee 
Conference on Fair Trade, recently. 
He said, in part: 

“We need profit to continue to 
serve the customer. Without profit, 
the customer would have no retailer. 
And if there were no retailer, where 
would the manufacturer be? He'd 
have no customer... . 

“Each segment in marketing 
makes its contribution. Each is 
essential in the marketing scheme. 
One segment may take over an- 
other’s function, but that function 
must still be contributed. A whole- 
saler may also become a retailer, 
Yet, he doesn’t eliminate the retail 














function. He merely takes it on in 
addition to his own. A manufac- 
turer ‘goes direct.’ He finds him- 
self loaded with extra costs. These 
are the costs imposed by the retail- 
ing function, whoever performs it. 





“The retailer is entitled to his 
profit margin because of the retail- 
er’s time and place utility in the 
economic scheme. The retailer has 
the item where the customer can get 
it and when she wants it. The re- 
tailer has risked capital to get it 
there. He’s entitled to a profit when 
he sells the item to the customer. 

“The manufacturer would do well 
not to minimize the retailer’s con- 
tribution in our economy. He needs 
to be reminded that the retailer still 
controls his business. The bigger 
the manufacturer, the more he needs 
the retailer. He can’t bypass him. 
He needs more of him, more and 
more of him. As many as he can 
get. Mass production literally re- 
quires mass distribution. Many 
and more outlets. It’s outlets that 
give the manufacturer his distribu- 
tion and it’s with profits for the 
retailer that he keeps his outlets 
open to him and gets himself more.” 


STEVEN J. JAY, president of the 
National Shoe Retailers’ Associa- 
tion, told the Michigan Annual Shoe 
Fair group: 

“The automobile business had a 
pretty good business last year. One 
reason was they got out and sold 
the idea of two cars in the family. 

“Are we going to settle for one 
pair of shoes? Last year we had 
only 114 per cent of the consumer’s 
dollar. Are we going to perform 
as the car people did? The car was 
quoted with one price. Then they 
said — “perhaps you should have 
some white side wall tires.’ Are you 


ready to suggest something else? 

“Are you going to take the easy 
way, and say to customers: “Thank 
you for the sale.’ Or are you going 
to compliment your customer and 
say: ‘Here is another pair that 
would be nice for you.’ Someone 
else around the corner is going to 
make the sale you don’t make. One 
firm insists that every salesman 
show hosiery to every customer. 

“Let’s give the customer a chance 
to make up his mind when it comes 
to spending his money.” 


Harry DESMOND of the Eagle 
Shoe Store in Philadelphia, says: 
“Opportunities for selling more 
pairs of shoes per customer were 
never better. In the not too distant 
past, parents purchased one pair of 
children’s shoes that met all the 
requirements. Now, parents see the 
need for purchasing the additional 
one or two pairs which fill new 
wearing needs and purposes. Chil- 
dren are now easier to please and 
less rebellious in trying on shoes 
because of the wide variety of styles. 
A child doesn’t consider it an ordeal 
to try on shoes. In fact, the boy 


or girl doesn’t walk out of the store 
with just a pair of well-fitted shoes. 
Actually, the purchase was made 
because of other attractions that 
found favor in equal proportion to 
the fitting process. 

“One fact is certainly obvious. 
Parents can easily be influenced to 





buy more than one pair of shoes 
with much less effort on the part of 
the salesman than was the case in 
the past. The talking points are the 
tremendous selections in colors, de- 
sign, style, and even minute details 
in shoe construction which do not 
escape the customer’s eye. There 
are more shoes to show parents 
which they do not have to be sold 
on—shoes which better serve a pur- 
pose because of their individuality. 
This reduces the problem of whether 
to buy this pair or that. The logical 
conclusion for parents is fast be- 
coming . . . buy both pairs or all 
three pairs.” 








ee ‘ 
CoMPP6OUN, 


“Here's a doeskin moccasin just in from New York, Sir. 
Let's try it on for size." 
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Pushes Ahead Toward August Goal 








\NSTITUTE 


Tue shoe industry’s $200,000 promotion campaign, 
whose objective is to help everybody in the trade sell more 
pairs, swings into high gear from now until August 20, 
on which date trustees of the National Shoe Institute will 
meet in New York to receive a detailed progress report. 
By that time it is expected that the goal will have been 
reached or definitely assured by signed pledges of re- 
tailers, manufacturers, wholesalers and other trade groups. 
Every contributor’s name will appear on a Roll of Honor 
for the campaign which is to be released shortly for 
publication throughout the industry. 

The shoe promotion plan which this campaign is de- 
signed to finance and fulfill climaxes ten years of study 
and effort by many of the brightest brains in shoe busi- 
ness, aided by the counsel and advice of recognized re- 
search and marketing experts. Never have so many been 
asked to contribute so little for a project from which they 
may hope and expect to profit so much, Prior to the 
launching of this fund raising campaign last April, all 
of the planning, preparation and spadework, plus the 
study, research and initial promotion was financed entirely 
from funds of major shoe industry associations, without 
asking individual firms or operators to make any financial 
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Industry Effort to Complete Fund for In- 
creased Sales Enters Final Stretch with Suc- 
cess Dependent on Broad Participation by 
All Branches of Trade —Names of Contribu- 
tors to Be Published on Roll of Honor. 


contributions. 

These preliminary activities included such costly proj- 
ects as the Roper surveys, the publicity campaigns con- 
ducted by J. Walter Thompson Company and the National 
Shoe Institute’s direction of seasonal openings of “The 
New in Shoes” promotion. 

While the sponsorship and direction of the present 
$200,000 Shoe Promotion Program is in the hands of 
National Shoe Institute, the sentiment and suggestions 
that gave rise to it came, in a very large measure, from 
the rank and file of the shoe industry. Trade leaders, 
association officers and the officials and trustees of the 
institute were influenced by numerous calls from both 
retailers and manufacturers for some industry action 
to increase per capita shoe sales and obtain a larger per- 
centage of consumer expenditures in the great and growing 
American market, National Shoe Institute was the instru- 
ment chosen to fulfill and carry out the expressed wishes 
of many individual shoe men from all branches of the 
trade, 

Considering the size of the shoe industry and the im- 
portant role it plays in providing the American public 
with a recognized basic necessity of life, the program 
planned by the Institute is practical, reasonable and 
modest. Some shoe men have expressed the view that it is 
possibly too modest. The answer to that criticism has been 
that the initial $200,000 budget may be regarded as a 
beginning, and its subsequent scope can be based on 
knowledge gained by experience. While pledges and con- 
tributions to date have been highly encouraging the 
campaign has now reached the stage at which a much 
broader response in the form of actual pledges must be 
had over the next few weeks if complete success is to be 
assured, 

For years shoe men have been asking “Why doesn’t 
our industry do something practical and substantial, as 








$200,000 
Shoe Promotion Campaign... 


other industries have, to insure its future, stop the de- 
clines in per capita shoe consumption that have occurred 
from time to time in recent years, along with the drop 
in the shoe trade’s share of consumer expenditures? Why 
not adopt some kind of practical program to increase 
public appreciation of shoes as an indispensable item for 
correct dress for every occasion of modern life?” 

These are fair questions. And now National Shoe 
Institute proposes, in this $200,000 Promotion Plan, a 
practical workable answer. Having done so, it looks for- 
ward to the moral and financial support of the industry 
that it was organized to serve. 

This Shoe Promotion Program, announced earlier this 
year, actually represents the climax of a series of con- 
structive undertakings that have been carried out on behalf 
ef the shoe trade, retail and manufacturing, under the 
combined sponsorship of National Shoe Manufacturers 
Association, National Shoe Retailers Association, National 
Association of Shoe Chain Stores and New England Shoe 
and Leather Association since World War II. For a better 
understanding of the significance of the present program 
this seems an opportune time to summarize briefly some 
of its background history and the conditions and develop- 
ments that led up to it. 

The end of wartime shoe rationing gave a tremendous 
spurt to all branches of the shoe business, for stocks were 
depleted both in retail stores and in the wardrobes of 
consumers over the length and breadth of America. Price 
controls were still in effect until November of 1946, and 
retailers and consumers alike rushed into the market 
to purchase the shoes they needed before prices could 
lawfully be advanced. Under the influence of this buying 
movement shoe production in 1946 reached the highest 
level in history up to that time. 

While shoe business was thus riding the wave of 
prosperity, thoughtful leaders in the trade looked for- 
ward to a time when the boom might conceivably collapse. 
Once depleted inventories had been restored and price 
controls lifted, they feared the development of a certain 
amount of consumer hesitation to buy more pairs than 
necessity demanded, in which case the possibility of a 
sharp decline in shoe sales was foreseen. 

Trade leaders felt that urgent, intelligent efforts were 
needed to forestall in advance any such unfavorable 
development. They became convinced that immediate 
steps should be taken to educate consumers to a better 
appreciation of the inherent values that lie in shoes. This 
broad educational objective, they believed, had to be an 
all-industry undertaking because most manufacturers and 
retailers are necessarily limited in their advertising and 
promotional efforts to selling their own merchandise to 
their immediate customers and prospects. 

With such considerations in mind, Edward C. Orr, of 
Cincinnati, then president of the National Shoe Retailers 
Association, proposed at the National Shoe Fair of 1946 
that a joint committee of retailers and manufacturers be 

[TURN TO PAGE 113, PLEASE] 
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JOSEPH S. STERN 


A Lever to Lift 
Per Capita Shoe Sales 


N a letter addressed to members of the shoe in- 
dustry, Joseph S. Stern, Chairman of the Finance 
Committee of National Shoe Institute, wrote in part: 
“I would like to ask your contribution to just about 
the most important cause in your life—the future 
of your business—a nation-wide, industry-wide, all- 
embracing shoe and slipper promotion program 
designed to rocket customer interest in shoe fash- 
ions and pay off in the sale of more shoes to more 
people. 

“For years our pairage figures have been tied to 
population figures. While current total volume has 
been good, we find that people are still buying 
just as few pairs as during the depression. Every 
major industry is now pitching as hard as they can 
to get a better part of the consumer dollar. We 
don’t have to get left behind! Here’s our chance to 
up sales, form habits of footwear-buying, and build 
a solid customer need and desire for more pairs of 
footwear. 

“The National Shoe Institute’s plan shows how 
the shoe and slipper industry can reach out to every 
person in the United States in a high-powered in- 
tensive program of national promotion for every 
phase of the industry. It lets us know how we can 
combine forces to make more sales at least cost to 
ourselves. It’s the opportunity we’ve been wait- 
ing for. 

“The trustees of the National Shoe Institute are 
ready to launch the campaign—providing enough 
of you get in your contribution just as soon as 
possible. All contributions should be sent directly 
to J. Lee Nicholson and Company, Certified Public 
Accountants, 233 Broadway, New York 7, New 
York. They will be held in strict confidence.” 
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What’s In It For You? 


What Will the Program Do to Help Sell Footwear? 


More than 2000 daily and weekly newspapers will 
stress the importance of fashion in footwear for all 
occasions. Continuing footwear fashion photos and 
information will be developed for every newspaper in 
the nation; celebrities’ shoe wardrobes and every 
fashion angle will be employed. Medical studies will 
emphasize foot care through proper, well-fitted foot- 
wear. 

Radio and television will help to further sales in 
all markets. Industry-sponsored shoe films and scripts 
will be distributed to 2834 radio and 464 television 
stations. Viewing and listening audiences will be 
reached through more than 350 women’s service pro- 
grams, celebrity interviews, and fashion showings on 
both network and local channels and stations each 
month, 

Mass circulation magazines reaching one to three 
million customers per issue will carry interesting shoe 
stories and pictures every month of the year. 

Displays will be created as aids for point-of-sale 


What Are You Asked 


AXEY JARMAN, chairman of the National Shoe 

Institute Board of Trustees, said in a recent state- 
ment: “Participation of shoe manufacturers and re- 
tailers to date was sufficiently encouraging to the 
executive committee to authorize inviting members of 
the shoe machinery and other allied supply trades to 
join the shoe industry’s program.” 

The Institute is stressing the extremely low cost of 
participation in the campaign, which makes it easy 
for even the smallest retailer to join the sales increase 
drive, be an active participant and have his name on 
the Honor Roll. Applying the above formula to re- 
tailers and independent wholesalers doing a smaller 
gross volume, how does it work out? It works out 
like this: a retailer doing a business of $100,000 is 
expected to contribute five dollars a year over the 
three-year period. A retailer doing $50,000 contrib- 
utes two dollars and a half a year. If you do $25,000 
you get by for a dollar and a quarter. At these prices 
everybody can afford to do his share. 


To start this program the institute must have your 


There is no flat rate contribution. Instead, 
each firm is being asked to contribute but a 
fractional percentage of total gross volume— 


Retailers and independent wholesalers rate: 
5¢ per $1, gross . Example: Gross 
Sales—$500,000: contribution is $25. 
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shoe promotion. Backed by extensive national and 
local publicity, they will serve as on-the-spot remind- 
ers to encounage shoe and slipper sales. 


Is This a One Year Campaign? 


No promotion campaign of this nature can be ex- 
pected to pay off in less than three years. The pro- 
gram is intended to help build sales by constantly 
re-educating the consumer as to the health need, the 
prestige value and the fashion correctness of an 
adequate shoe wardrobe. 


Who Will Get the Most Out of This? 


Every firm who makes or sells shoes and slippers 
will benefit from this program. The campaign has 
been designed to help the smaller manufacturer and 
small retailer as much as the larger producer, or big 
chain, for it ?s the smaller company that can least 
afford individual efforts. 

It will be the policy of this campaign to promote 
shoes, not any particular brand. 


Seen chthen ie ae 


to Pay. . ? 


Manufacturers rate:' 8¢ per $1,000 gross 
sales. Example: Gross Sales—$500,000: con- 
tribution is $40, 


Maniufacturer-retailers: 5¢ per $1,000 gross 
sales on total retail sales in owned or controlled 
outlets: 8¢ per $1,000 gross sales on wholesale 
faetory sales to all others. 


on 


pledge for a three-year period and contributien for 
the first year at the above-stated rate. 

Don’t be misled by the modest amount requested. 
Based on experience and professional advice, the sum 
sought is enough to carry out the program outlined 
herewith. 

The National Shoe Institute itself is composed of 
the National Shoe Manufacturers Association, the 
National Shoe Retailers Association, the National As- 
sociation of Shoe Chain Stores, and the New England 
Shoe and Leather Association. These are the major 
associations of the industry, which has over a thou- 
sand manufacturers and 30,000 retailers. The com- 
mittee stressed the fact that contributions of 8 cents 
per thousand of gross sales for manufacturers and 
5 cents per thousand for retailers have been set at 
this low point deliberately in order to plan and secure 
the widest participation, “Any manufacturer,” Mr. 
Jarman said, “with $2 million of sales annually can 
afford to contribute $160 a year to help sell more 
shoes.” 


Mr. Jarman pointed out that the National Shoe 





What 
Are You Asked to Pay... ? 


Institute has been operating for the past five years 
on a “pitifully under-financed basis” without contri- 
butions from individuals or companies. Nevertheless, 
he said, it has carried out a successful program of 
encouraging newspaper publicity and retailer adver- 
tising tied to its Seasonal Openings. Last year alone, 
Jarman stated, more than 750 newspapers, with 24 
million readers, had either run whole sections de- 
voted to the news about shoes, or printed editorial 
matter or local retail advertising for which basic mats, 
copy or photographs had been supplied by the Insti- 
tute on request. 

With this solid groundwork already laid, Mr. Jar- 
man said, the Institute should move to the next phase 
of operations. This phase should include 

(a) Bigger and better seasonal opening newspaper 
promotions, similar to those that have enjoyed such 
success in the past. This means supplying newspapers 
and retailers with mats, editorial matter, photographs 
and suggested layouts. 

(b) Expansion of cooperation with fashion maga- 
zines and with general mass circulation magazines to 
put shoes more directly and prominently into the 
editorial limelight. 

(c) Creation of educational film material for use 
by television stations throughout the United States 
as a public service to viewers. 

(d) Distribution, free of charge, of material for 
use as sales aids and displays, and for sales training. 

(e) A steady flow of publicity in all media. using 
every angle possible—fashion, health, prestige—to 
make people want more shoes. 
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MANUFACTURERS 


Newbury Shoe Corp. 

Strathmore Shoe Co., Inc. 
French, Shriner & Urner Mfg. Co. 
Adam Shoe Co., inc. 

Julian & Kokenge Company 
General Shoe Corporation 


Five-Star Shoe Co., 
Hanover Shoe, Inc. 


Kesslen Shoe Co. 
Trimfoot Company 


Blum Shoe Mfg. Co. 


Braver Bros. Shoe Co 


% ae 


Honor Roll of Contributors 


As we go to press the Board of Trustees of The National 
Shoe Institute announced this list of Contributors to the 
Shoe Industry's Promotion Campaign. Additional contribu- 
tors will be listed in the August 1 and August 15 issues. 


Inc. 


La Marquise Footwear, Inc. 
A. S. Beck Shoe Corporation 


“It is true that 1955 was a good year for the shoe 
industry,” Mr. Jarman said, “but that is no reason to 
suppose we cannot do a lot better. And things will 
not get better by themselves. These days competition 
is too keen, and every customer’s dollar is being cut 
up in too many ways. Cadillacs can’t rest on their 
laurels. Even an old institution like Tiffany’s has to 
adopt aggressive policies. So it’s not enough for shoe 
men to assume that because people have feet they’ve 
got to have shoes too. That way ‘extra pairage’ will 
remain a dream, and our industry will not grow. 

“People can get along with fewer shoes,” Mr. Jar- 
man said, “and the more they are made subject to 
the advertising and publicity pressures of other prod- 
ucts the more they will keep putting off the purchase 
of that new pair of shoes or that ‘different’ pair of 
shoes. Only we in the shoe industry can make them 
want to buy more shoes—for reasons of pride, health 
and prestige. 

“Between now and August 20 when the Board of 
Trustees of the Institute meets, four to five hundred 
manufacturers and several thousand retailers will be 
canvassed,” said Mr. Jarman, “to make certain that 
every leading company in the industry is given the 
opportunity to assume its responsibility in this indus- 
try-wide effort. Never before in our history has the 
shoe industry had a sales potential as great as it 
faces today. But, on the other hand, never before 
has it faced such vigorous and intensive competition 
from other consumer goods. 

“This is an opportunity for the shoe industry to 
demonstrate that it is serious in its demand for pro- 
motional activities. It can succeed only if every shoe 
manufacturer and shoe retailer participates with its 
financial aid and, of equal importance, its enthusi- 
astic cooperation,” Mr. Jarman said. 


John Foote Shoe Company 

Consolidated National Shoe Co. 
(and subsidiaries) 

H. Jacob & Sons, Inc. 

The Stetson Shoe Co., Inc. 

S. Goldberg & Co., Inc. 

Dixon-Bartlett Co. 

Craddock-Terry Shoe Corp. 








Reider Shoe Mfg. Co. 
The U. S. Shoe Corporation 
Schawe-Gerwin Company 
Bruce Shoe Co., Inc. 
Regal Shoe Mfg. Company 
Chippewa Shoe Co. 

Pied Piper Shoe Sener 
Bates Shoe Compa’ 


Commonwealth thee’ & Leather Co. 


Heydays Shoes, Inc. 

Weber Shoe Co., Inc. 
Kessler Shoe Mfg. Co., Inc. 
R. P. Hozard Co. 

The Walker T. Dickerson Co. 
Edwards Shoes 

A. N. Wolf Shoe Company 
E. T. Wright & Co., Inc. 
Hagerstown Shoe Company 


Midwest Footwear, Inc. 
John E. Lucey Co., Inc. 
Spencer Shoe Corporation 
Holmes Stickney, Inc. 
Huth-James Shoe, Inc. 


Huskies 

Connolly Shoe Co. 

L. B. Evans Son Co. 
Holland-Racine Shoes, Inc. 
J. S$. Zulick Company, Inc. 
Vaisey-Bristol Shoe Co. 
Conaway-Winter, Inc. 
Nunn-Bush Shoe Co, 

Town & Country Shoes 
Valley Shoe Corporation 
Edwin Clapp & Son, Inc. 
Bender Shoe Company 
Mutual Shoe Company 


Stone-Tarlow Co., Inc. 

Herbst Shoe Mfg. Co. 

Melori Shoe Corp. 

J. F. McElwain Company 
Southern Shoe Co., Inc. 
Milford Shoe Company 
Johansen Bros. Shoe Co., Inc. 
Dunn and McCarthy, Inc. 
Wolverine Shoe & Tanning Corp. 
International Shoe Company 
Lawrence Maid Footwear, Inc. 
Gardiner Shoe Company, Inc. 
Golo Footwear Corporation 
G6. H. Boss & Co. 

Charles Cushman Co, 
Stacy-Adams Company 
Danvers Shoe Co., Inc, 

Willits Shoe Company 
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W. L. Kreider's Sons Mfg. Co., Inc. 
Belleville Shoe Mfg. Co. 

’ Bourque Shoe Co., Inc. 

; Freeman Shoe Corporation 

Bata Shoe Company, Inc. 

J. P. Smith Shoe Co. 
Weyenberg Shoe Mfg. Company 
R. J. Potvin Shoe Company 
Laconia Shoe Company, Inc. 
Northern Shoe Co. 

A. S. Kreider & Son Company 
Sebago-Moc Company 

Leverenz Shoe Company 

Louis H. Salvage Co., Inc. 

A. Freedman & Sons, Inc. 
Norrwock Shoe Company 
Samuels Shoe Company 

Acme Boot Company, Inc. 
Green Shoe Mfg. Company 
Endicott-Johnson Corp. 

Songo Shoe Mfg. Corp. 

Old Town Shoe Company 

Lown Shoes, Inc. 

Hubbard Shoe Co., Inc. 

H. C. Godman Co.—(Sales Mfg. Div.) 
Field and Flint Company 
Shapiro Bros. Shoe Co., Inc. 
Charles A. Eaton Co. 

Sam Smith Shoe Corp.—Newmarket, N. H. 
Brown Shoe Corp.—Clayton, Mo. 
Milwaukee Shoe Co. 


RETAILERS 


French, Shriner & Urner—Boston, Mass. 

Wm. Hahn & Co.—Washington, D. C. 

"The Bootery"—Shamokin, Pa. 

Max Deutsch Shoes, Inc.—Bronx, N. Y. 

Vogue Shoe Shop—Plainfield, N. J. 

Rosenblum's Better Shoes—Beacon, N. Y. 

Roscoe Griffin Shoe Co.—Durham, N. C. 

Farr's Inc.—Allentown, Pa. 

Walter's Shoe Store—Wilkes-Barre, Pa. 

B. Rich's Sons—Washington, D. C 

Robinson's—Kansas City, Mo. 

Laura Shoe Corp.—Albany, N. Y. 

Roscoe Griffin Shoe Co.—Burlington, N.C. 

eer ed Shoe Co.—Roanoke Rapids, 
a. 

Kamar Shoe Co., Inc.—Bridgeport, Conn. 

The al ya Shop—Kendallville, Indiana 

Midland Shoe Co.—St. Louis, Mo. 

Varsity Boot Shop—Racine Wisc. 

The Nobii Shoe Company—Akron, Ohio 

Poplin's Central Shoe Store—Rome, Ga. 

Hughey Boot Shop—Watkins Glenn. N. Y. 

Blum Shoe Store—Dansville, N. Y. 

Thayer's Shoe Store—Conneaut, Ohio 

Spalding's Footwear—Maquoketa, lowa 

Neilson Shoe Store— 

|. Miller Co. of Connecticut, Hartford 

Blake's Shoe Store—Monmouth, Ill. 

Warren's Shoes, Inc.—Ephrata, Pa. 

Foley's Shoes—Perry, lowa 

Walters Dept. Store—Owensboro, Ky. 

Ingram's Shoes—Sharon, Pa. 

Vestal Shoe Store—Elyria, Ill, 

Egberts—Bozeman, Montana 

The Economy Shoe Store—Elizabethtown, Pa. 

Neffs—Burlington, lowa 

M & L Shoe Store—York, Pa. 

Herbert Cox Correct Shoes, Inc.—Ark, 

W. H. Gratz Family Shoe Store—Blaffton, O. 

Fisher's Shoes—Plymouth, Mich. 

Geo. Seitz Shoe Co.—Salina, Kansas 

Laird Men's Quality Shoes—Hutchinson, K. 

Peskind's, Inc.—Belleville, III. 

Rahn Shoe Co.—Benton Harbor, Mich. 

Hefflinger Shoe Store—Omaha, Nebraska 

Ashley Shoe Store—Chicago, Ill. 

Wagner's Shoe Store—Sheboygan, Wise. 
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Honor Roll of Contributors 


Westervelt's Shoe Store—Webster City, la. 

Bell Shoe Co.—Kalamazoo, Mich. 

Morris Shoes—Brecksville, Ohio 

Troutman's Shoe Store—Muskogee, Okla. 

W. Pokorney & Sons, Inc.—New Orleans, La. 

Russell Dry Goods Co.—Carthage, Miss. 

Montrose Dept. Store, Inc.—Montrose, Pa. 

Kernan Shoe Co.—Hastings, Nebr. 

Alexander & Company—Wheeling, West Va. 

Hinshaw Shoe Company—Ladysmith, Wisc. 

Lou's Fine Footwear—Orange, Texas 

National Shoe Stores, Inc.—Milwaukee, W. 

Seeley Shoe Co., inc.—Topeka, Kansas 

Saunders & Co.—Kansas City, Mo. 

Nu-Style Shoe Store—Garden City Kansas 

Lewis Salon Shoes—Tucson, Arizona 

Metzler Shoe Company—Napp , Indiana 

Thorp's—Abilene, Texas 

Sherman Boot Sho ittsburgh, Pa. 

Hail Shoes, Inc.—Plainview, Texas 

— & Schneider Shoe Co. — Marysville, 
Cal. 

Mare Paul, Inc.—Oakland, Calif. 

Howard Shoes, Inc,—Denver, Colorado 

Huggins—Pasadena, Calif. 

Maynard's Boot Shop—Lewiston, Me. 

C. E. Williams Shoes, Inc.—St. Louis, Mo. 

Crawford Shoe Co.—Lima, Ohio 

McGrew and Morgan, Inc, — Parkersburg, 


W. Va. 
Auerbach's—Salt Lake City, Utah 
Thompson Bootery—Birmingham, Alabama 
Fred Smith's Shoe Store—Mattoon, Ill. 
Tom Johnson Shoe Store—Lewiston, Pa. 
Ludwig's Shoe Store—Cincinnati, Ohio 
Ketola's—Virginia, Minnesota 
Rechow's—Logan, Utah 
Health Footwear, inc.—Providence, R. |. 
Walker Shoe Store—Waterloo, lowa 
Crawford Shoe Stores—Peoria, Ill. 
Rion's Footwear Shoe Store — Georgetown, 





$s. C. 
Rolfe's Shoes—Lockland, Ohio 
Hewitt's Shoe Store—Oil City, Pa. 
The James Shoe Store—Williamsport, Pa. 
Purcell's Family Shoe Store—Trenton, N. J. 
Powell's—Greensboro, N. C. 
Rival Shoe Company, Inc.—New York, N. Y. 
Siegel's Juvenile Shoes—Bellerose, N. Y. 
L. B. Hackleman—Santa Monica, Calif. 
Morse & Sullivan, Inc.—Norwich, N. Y. 
Adamore Shoe Company—Aberdeen, Wash. 
Le Compte's Shoe Shop—Cambridge, Md. 
Redmond Shoe Store—Redmond, Oregon 
Brooks Shoe Store—Phila., Pa. 
Crum's Shoes—Oklahoma City, Okla. 
Rodenbeck's— 
Hurrle Bros. Shoe Co.—Rochester, Minn. 
Di Prima Footwear— Wappingers Falls, N. Y. 
Joseph Shoes, Inc.—Willoughby, Ohio 
Shrigley & Mehl, Inc.—Alliance, Ohio 
The Franklin Sportshop—Franklin, Pa. 
S. Dalsimer & Son, Inc.—Phila., Pa. 
Schmuck's Shoe Store— 
Hale's Shoes—Shelbyville, Tenn. 
Jochen Shoe Stores, Inc.—Saginaw, Mich. 
Wahl's Slipper Shop—Jackson, Tenn. 
Cartwright Shoe Company—Albion, Mich. 
Wood & Sterling, Inc.—Mankato, Minn. 
Clabots Shoes—Green Bay, Wisc. 
Raring's Inc.—Pottsville, Pa. 
Thrift Shoe Stores—-Wilkes-Barre, Pa. 
Carson R. Smith—Ogallala, Nebraska 
Tony's Shoe Store—Tulsa, Okla. 
Bruce's, Inc.— 
J. W. Samuelson—Minot, N. D. 
Hager Shoe Store—Breckenridge, Minn. 
Rembrandt's, Inc.—Alexandria, Va. 
Powers Shoe Co., Inc.—Claremont, N. H. 
Brown's Shoes—Sioux Falls, $. D. 
Edighoffer Shoe Store—Newaygo, Michigan 





Rothenbach Brov.—Oshkosh, Wisc. 
Pedi-Shu—Massapequa Park, New York 
The Tash Shoe Company—Hamilton, Ohio 
Imperial Shoe Store, Inc.—New Orleans, La. 
Jas. F, Condon & Sons, Inc.—Charleston, S.C. 
The Boot Shop—Woodbridge, N. J. 
A. W. Karp & Co.—Faribault, Minn. 
Lloyd's Walk-Over Boot Shop—Racine, Wisc. 
Kohls Shoes, Inc.—St. John's, Michigan 
Gude's, Inc.—Los Angeles, Calif. 
Hack Shoe Co.—Detroit, Michigan 
Deitz-Spencer & Co.—Richwood, West Va. 
Lampron's Shoe Store, Inc.—Nashua, N. H. 
Harry's Shoe Store, Inc.—New Haven, Conn. 
Van Arsdale's, Inc.—Plainfield, N. J. 
Friends Shoes, Inc.—Miles City, Mont. 
Bay Bootery—National City, Calif. 
Missoula Mercantile Co.—Missoula, Mont. 
Kyle's Shoe Store—Sherman, Texas 
Nordstrom's—Seattle, Wash. 
The Shoe Box—Del Rio, Texas 
Wun-Der Shoe Stores, Inc. — Parkersburg, 

W. Va. 
Collumn's—Greenwood, S. C. 
Sam Krigstein d/b/a B & K Shoes—Chicago 
C & R Bootery, Inc.—Shenandoah, lowa 
Park-Elitharp, Inc.—Watertown, N. Y. 
Newt Kight Shoes, Inc.—Akron, Ohio 
Weschlers—Erie, Pa. 
Lamey-Welleham—Lewiston, Me. 
Footwear Center—Keene, N. H. 
Rex Shoe Store—Cleveland, Ohio 
J & K Shoe Store—San Angelo, Texas 
R. Granville & Son, Inc.—Saginaw, Mich. 
Barnes & Co.—San Angelo, Texas 
Gregson's—Lewiston, Idaho 
John Schoonmaker & Son, Inc. — Newburgh, 

N. Y. 
Storm's Shoes, Inc.—Wilmington, Delaware 
Holliday's Shoe Store—Philipsburg, Kan. 
Dunfee Boot Shop—Huntington, W. Va. 
Lloyd's Footwear—Mt. Pleasant, Mich. 
Lewis Bros.—Joliet, Ill. 
Goar's Shoe Store—Sheridan, Wyoming 
Chapman Shoe Store—Knoxville, Tenn. 
Sprigg's Footwear & Sporting Goods—Ohio 
Staton's Booterie—Durant, Oklahoma 
Amster Shoe Store, Inc.—Wooster, Ohio 
Cordrey's Footwear—Toledo, Ohio 
Barr's Shoes, Inc.—Ottawa, Ill. 
Gamer Shoe Co.—Butte, Montana 
Wallace Shoe Store—Englewood, Colo. 
Dr. Scholl Foot Comfort Shop—Up. Darby Pa. 
Milgram's—Gary, Indiana 
Silverman's Dept. Store—Louisville, Ky. 
Bobby's Shoe Shop—East Boston, Mass. 
Justin's Shoes, Inc.— 
Bobier's Family Shoe Store—Fenton, Mich. 
The Wm. F, Gable Company—Allttoona, Pa. 
Jay's—Montgomery, Ala. 
Cannon's Footwear—Laguna Beach, Calif. 
The Reliable Shoe Store—Marysville, Ky. 
The Haldi Shoe Co.—Salem, Ohio 
Men's Shoe Dept.—Kansas City, Mo. 
Sanfords (Inc.) Shoes—Clinton, Mass. 
The Guarantee Shoe Company—El Paso, Tex. 
Cox Brothers Shoe Co., Inc.—Colo. Springs, 

Colo. 
S. A, Kooyman—Pelea, lowa 
Allan's—Bay City, Michigan 
Modern Shoe Store—Portales, New Mexico 
Marysville Shoebox, Inc.—Marysville, Kan. 
Newman's Bootery—Butte, Mont. 
Leon's—Tyler, Texas 
Warrick's—Alva, Oklahoma 
Dryer's Shoe Store—Shreveport, La. 
Hunt Shoe Department—Ft. Smith, Ark. 
Trail Shoes—Miami, Florida 
Wetherhold & Metzger—Allentown, Pa. 
Donell's—San Diego, Calif. 

[TURN TO PAGE 119, PLEASE] 
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aL Or new deluxe editions of the shoes 
d that started the lazy revolution . 


MASTERPIECES FROM MAINE 


A HERITAGE 
OF 

HAND-SEWING 

EXPERIENCE 


A small group of craftsmen of which 
five men total over 200 years of 
hand-sewing experience turn out a 
few pairs of these masterpieces a 
day. Meticulously hand-moulded to 
the last, with superb fit, flexibility 
and comfort, they are as sturdily 
bottomed as street weights, present- 
ing for the first time the very smart- 
est of informal shoes for year ’round 

casual living. There is nothing on , 

the market to match them. ( al \ ( ) I" 

Featured in this advertisement, ap- e e h 
pearing in The New Yorker and 1} PA | ( | 
Esquire, is style #81 in Black; be- 
low is style #208 in Chestnut. 





Write, wire or phone 
collect today for complete information 







E. E. TAYLOR CORP., FREEPORT, MAINE 
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Comine down to “modern” man around the beginnings 
of recorded history, there are fragmentary findings show- 
ing that the moccasin was in use—-still in very crude form 
though an improvement over the prehistoric version. 
Anthropologists now believe that the oldest form of 
moccasin originated somewhere in northern Asia. Also, 
it started as what they’ve called a “skin stocking”—a sort 
of high, leather boot, as described above, made of soft, 
pliable leather clinging snugly to the leg, as a protection 
against wet-cold climate. The bottom or foot portion, at 
least, was of one-piece or moccasin construction. 

The origin of the moccasin is linked closely with the 
snowshoe, The early snowshoes, again starting with the 
ancient Asians of the far north, were made with the “skin 
stockings” or moccasin boots attached. According to 
historians, the moccasin and the snowshoe evolved 
together. In the early versions, the snowshoe served as the 
“sole” for the moccasin boot, The historians point out an 
interesting finding. In the areas where the snowshoe 
reached its highest development, it was in the same areas 
that the early moccasins or moccasin boots also were most 
highly developed. Thus the reason for concluding that 
the moccasin got its start somewhere in northern Asia. 
This same primitive relationship between snowshoe and 
moccasin can be found even today among the Eskimos. 


Th 
ORIGIN of the IMIOCCASINN 
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However, historians also believe that while the northern 
Asians were the first to create the moccasin, simply be- 
cause they were of earlier ancestry, ancient peoples in 
other parts of the world also created moccasin footwear 
without benefit of seeing the northern Asian versions. The 
one-piece, wrap-around concept for making a crude shoe 
or boot was the most obvious method, and hence may 
have been adopted by various peoples on their own. These 
peoples were located in Europe, South America, Oceania, 
and on the North American continent. The only fact that 
seems established is that their versions came after that of 
the northern Asians. 

The moccasin moved south to warmer climates and 
gradually took on a less bulky appearance, sometimes 
assuming decorative features (such as the beading used 
on American Indian moccasins). Carvings and reliefs from 
ancient Assyria show that some of the Assyrian soldiers 
and kings wore moccasin patterns, mostly in boot form. 
Some historians say that the moccasin patterns could be 

Prototypes of the modern moccasin. Upper right: man’s 

shoe of native tanned deerskin, seams of small animal 

sinews. Lower left: Eskimo girl's slipper with little ringed 
seal upper and naturally white baby seal sole. Center: 

Eskimo slipper with seal upper and harp seal sole. Right: 

Eskimo moccasin with sealskin top, hair out, and beaded 


ornamented felt insert. All from the Ancient Footwear 
Collection of the United Shoe Machinery Corp. 






































found in various countries of Asia Minor. The moccasin 
evidently moved to ancient Italy, for it can be seen on 
Etruscan wall paintings there. 


Two facts concerning moccasins seem to be pretty well 
established : 

First, nobody knows for sure when, how or where the 
moccasin originated. 

Second, the moccasin is almost without doubt the oldest 
form of footwear known to mankind. 

The popular belief that the moccasin was originated by 
the American Indian is historically incorrect. The Ameri- 
can Indian created his own version or adaptation of the 
moccasin, but the moccasin was in existence long before 
he put it to use, Perhaps the only claim the American 
Indian has to the moccasin is that he was the first to use 
or adapt it in what we know today as the United States. 


The Story of the American Moccasin, Traced 














to the Indian and the Colonial Hand Sewer, 
ls the Chronicle of the Growth of America 


But the moccasin dates back further than ancient Rome 
and Greece, It was known before the ancient Egyptians 
and Persians. In so far as can be learned, it dates back 
even before recorded history some 10,000 years ago. 
Historians and anthropologists seem convinced that the 
moccasin was the first form of leather footwear ever 
devised by man—probably by a late model of prehistoric 
man. 


Briefly, here’s their version of how the moccasin—the 
first “shoe”—came about. Just as early man needed some 


crude form of clothing for body warmth and protection, 
he later needed some form of foot covering for the same 
purpose, The first clothing consisted of the tanned skins 
of furred animals. It was natural, therefore, to use the 
same material for a foot covering. 

And it was used in this fashion. A piece of crudely 
tanned hide or skin was wrapped around the foot and 
ankle, and was held together with some form of “lacing” — 
perhaps thin strips of rawhide or a form of the leather 
thong. This was the first shoe and the first type of shoe 

[TURN TO PAGE 87, PLEASE] 
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ABOVE: The women’s version of the original WEEJUN 
moccasin. Introduced by G. H. Bass Company for men in 
the winter of 1936, it was the progenitor of the whole 
family of moccasin slip-ons which are so favored today. 


The Norwegian moccasin has influenced men’s shoe styl- 
ing strongly in both slip-ons and blucher types in genuine 
moccasin construction and in a variety of other types of 
shoemaking. Currently it is probably the most important 
pattern in men’s shoes and covers a broad range of styles. 


2/NS HUNT in MEN'S 


As YET, there seems to be no movement to give the 
moccasin back to the Indians! 

At any rate, the moccasin family of shoes enjoys high 
favor with most retailers for its versatility of styling, the 
breadth of its base, the fact that it knows no particular 
selling season and that it shows every indication of hav- 
ing its true sales potential still ahead of it. 

The whole story of the modern moccasin trend started 





LEFT: Newest version of the 
moulded leather outsole is 
hand-sewn at vamp to the 
apron or plug (patent pend- 
ing by Viner Bros., Inc.). 
The mudguard disappears to 
the shank line at the ball of 
the foot and the shank con- 
forms to the normal contour 


RIGHT: Some of the latest 
styling in women’s mocca- 
sins, highlighting hand sew- 
ing, whip stitching and hand 
lacing in a variety of mate- 
rials from shrunken grains 
to combinations of contrast- 
ing crushed leathers, suedes 
and smooth, and monotone 
with contrasting stitching. 


WOMEN'S and CHILDREN'S CASUAL and 
with the development of a new walled front last in 1933. 
This walled front last was created by Seymour Troy as R TYPES 
. ’ * 


a result of the growing influence of ski clothes in sports- 


wear. About that time a Chicago shoe retailer imported 

Originally strictly a slip-on shoe for casual and sports- 
E é ; : j wear, the moccasin has invaded the dress shoe field and 
At almost the same time, the Norwegian moccasin slip- is equally appropriate for street or casual wear. Versions 
include the Italian slip-on, the envelope-closing two eye- 
: : 3 ee ¢ : let blucher and more conventional two-eyelet types. 
appearance in this country in men’s shoes. Without the Merchendise Rescuree taformation On Reqned? 


a group of Paris-inspired shoes made over walled lasts. 


on, made over a heavy-walled front last, made its first 
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RIGHT—In moccasins, as 
in other types, adult styling 
is important in boys’ foot- 
wear. These shoes illustrate 
the broad range from hand- 
sewn to moccasin front two, 
three and four eyelet types 
—in a variety of leathers. 








CASUAL and DRESS TYPES... 


walled lasts of the original Tyrolean 
and Norwegian shoes for men and 
women, the moccasin styles as we know 
them today would never have grown 
to such importance. 

The moccasin has become a basic 
in every wardrobe in post-war years. 
The reason that it is considered the 


“All American Shoe,” lies in its casual 
air, its sturdiness and smartness, which 
reflect the growth of leisurely living 
in America. Like modern America, it 
is an “original” native pattern modi- 
fied with innovations truly interna- 
tional in scope. 

Prior to the mid-thirties, the moc- 
casin’s importance was slight. Camp 
moccasins, which were regarded as a 
summer sales booster, and hunting 
boots accounted for most of the vol- 
ume in the field. The camp moccasin 
is still a stock item, although due to 
the new impact of casual footwear, its 
significance is far outweighed by the 
Norwegian slip-on and, more recently, 
by moccasin dress shoes, 

[TURN TO PAGE 96, PLEASE] 
TOP LEFT—A new horizon 
for moccasins—the combina. 
tion indoor and outdoor type 
for suburban living — light 


enough for a slipper, sturdy 
enough for outdoors. 
LEFT—Versions of the cur- 
rent applications of the moc. 
casin in step-in, strap, lace 
or peak throat types so very 
popular with growing girls. 
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The Versatile 


MIOCCASION INFORMAL... 


One of the most significant developments of 1956 has been the Italian 
inspired high-tongued slip-on Informal, which we select for our Pattern 
Portrait for this Moccasin issue. 

Now represented as a basic style in most high grade Moccasin lines, it is 
seen in crushed grains for wear in town, in reversed, and in the new rougher 
textured brushed leathers for leisure and for country. Characterized by a 


high-riding tongue and hand-sewn vamp, these Informals use contrast colored 
stitching, piping and, often, a folded top line made of a different color or 
leather. 

They represent the hand-sewer’s art in its finest expression and are truly 
luxury footwear. Because of the excellence of the draughtsmanship which 
has gone into the lasts over which these new Informals have been made and 
the skill of the hand-sewer, their vamps have unusual character and dis- 
tinction and their fitting qualities are exceptional. 
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0: the many modern versions of the moccasin few re- 


semble their original progenitor as closely as the camp 
moccasin and hunting boot. The temporary canoe 
moccasin is practically identical in appearance, con- 
struction and materials with the moccasin worn hun- 
dreds of years ago by the American Indian. Sturdy 
oil-treated split leathers have replaced the deerskin and 
moosehide of the original but, basically and func- 
tionally, the shoe remains the same. 

To the sock of leather that constitutes the canoe 
moccasin, first a leather sole was added to make a camp 
moccasin. The leather sole was then replaced by a 
molded rubber sole with well defined arch areas for ad- 
ditional support and embossed cleats to reduce the pos- 


The beaded moccasin story 

is the story of bright color 

and brilliant beaded designs. 

Usually made of soft cape- 

skin, lined with fleece and 

richly furred, they make per- 
fect holiday gifts. 











sibility of slipping. A variation from the orginal camp 
moccasin is the hand laced type in which a rawhide 
thong is used to secure the plug or apron to the lower 
portion or sock, in place of the customary hand sewing. 

Camp moccasins are a leading promotional item with 
stores catering to campers, youngsters and adults. They 
are particularly favored by boy scouts for active wear in 
camp, on the trail and for general knock-about the year 
round at home and school. 

While many still resemble closely the footwear of the 
“voyageur” who walked the Adirondack and _ the 
Laurentian trails and paddled through the Great Lakes 
and down the Mississippi to open up the West, moccasin 


July 15, 1956 








oaiornens eA is _—_\ 





hunting boots today are vastly more practical and satis- 
factory. 

Modern tanning has developed specialized leathers 
for this footwear which makes such demands on shoe 
materials. Day-long treks through mud and water re- 
quire upper leathers that will take such punishment, 
dry soft and retain the pliability so essential to a walk- 
ing and hiking shoe. 

While modern machinery has yet to improve on the 
hand sewing of vamps and backs in moccasin making, 
modern techniques for applying soles have made more 

[TURN TO PAGE 89, PLEASE | 
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MOCTC ASIN CONSTRLICTION 


Too few retailers have taken advan- 
tage of the great upsurge in beaded 
moccasin sales felt in the past few 
years. Generally, the sales fit into three 
categories: indoor casuals, commemo- 
rative gift items and souvenirs. 

As a house slipper, the moccasin 
has proved itself to be a soothing com- 
panion to the asphalt-weary foot, beat- 
ing a rapid tattoo to the refrigerator 
between television commercials. And 
this fact has tended to carry the de- 
mand well beyond the Christmas sea- 
son, the peak time for slippers. 

While the major appeal here is foot 
comfort, the clean beauty of color in 
the leathers — ranging from bright 
reds, blues and greens to pastel shades 
of blues, yellows and pinks in kips, 
cabrettas and kid—and the attractive 
beaded designs, have moved this type 
to the forefront of the housewear class. 
The fleece lining and fur trims have 
brought warmth and comfort and have 
lent an air of luxury and beauty and 
rich detail never achieved by their 
Indian-fashioned counterparts. 

For people plagued with a gift prob- 
lem for the new arrival, miniature 
beaded moccasins offer an excellent 
solution and for the retailer a steady 
source for promotion. The name of the 
child is sewn on the plug in brightly 


The beaded moccasin story 

is the story of bright color 

and brilliant beaded designs. 

Usually made of soft cape- 

skin, lined with fleece and 

richly furred, they make per- 
fect holiday gifts. 


In hand laced moccasins, the 
plug is attached to the bot. 
tom by means of leather 
thongs. They are important 
in indoor, lounging and out- 
door casual types. For men, 
in soft elk leathers lined 
with fleece or shearling; in 
women’s in butter soft glove 
leathers, trimmed with bright 
beaded designs and with soft 
soles or platform treatments. 


COVEY NSHINE 


colored beads. The pair is then packed 
in a transparent acetate box, ready for 
presentation. A related field which also 
offers growing potential is the sou- 
venir. Resort and tourist gift shops 
displaying the beaded moccasin report 
sales in good quantities. 

However, one of the most important 
retail sales outlets is the mail order 
house. All major catalog houses fea- 
ture several pages of beaded moccasins, 


usually in full color. Retail shoe stores 
are expected to get a growing share of 
this volume as their promotion is in- 
creased, Distribution is mainly direct 
to retailers by manufacturers through 
their own salesmen and, to a lesser 
extent, through jobbers in key areas. 
Pricewise, the moccasin is a bargain. 
Beaded by hand and using imported 
beads, imported capeskin, imported 
[TURN TO PAGE 91, PLEASE] 
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DEFINITION OF MOCCASIN adopted by the Board 
of Directors of the National Shoe Manufacturers Asso- 
ciation, January 27, 1930: 

“A moccasin is an article of footwear in which the 
vamp passes under and around the foot, forming both 
the bottom and the sides; the turned up edges of the 
vamp being gathered and sewn in a U-shaped toe piece 
that cover the top of the foot . . . as characteristic 
of the footwear made by the American Indian.” 


Areas Termed "Handsewn" Must Be Clearly Stated. 

In 1952 the Federal Trade Commission received 
complaints that manufacturers were using the termi- 
nology “hand-sewn” without qualification and they 
ruled: 

“Any manufacturer using the term ‘hand-sewn’ will 
be required to add a phrase which will clearly state the 
portion of the shoe that is hand-sewn such as: ‘hand- 
sewn moccasin front’ or ‘hand-sewn moccasin front and 


kick seam.’ ” 


How Moccasins Are Made 


Avmosr everyone has a “general” idea of what a 
moccasin is. However, there continues to be, even 
among many shoemen, considerable misunderstanding 
as to the true or genuine moccasin construction; that 
is, the distinct features which distinguish this popular 
type of footwear from all others. 

First, it must be understood that a true moccasin is 
something that stands in a spotlight of its own. There 
are many versions of imitations or simulations. But 
unless the shoe contains certain basic constructon fea- 
tures, it isn’t a true moccasin. 

Now, let’s expand on the definition above with some 
important details. First, outward appearance alone 
doesn’t make a genuine moccasin. For example, the 
U-shaped toe piece or plug and the stitching of this 
plug to the vamp that’s characteristic of the genuine 
moccasin can also be on an imitation moccasin made 
with some other construction. Even hand-sewing doesn’t 
give assurance that it’s a true moccasin. 

The basic principle of the construction goes deeper. 

The genuine moccasin construction consists of a 
single piece of leather that extends all the way under 
the foot, as well as around the sides, This is perhaps 
its most distinctive feature. In most other constructions, 
the upper leather comes around the sides, then extends 
[TURN TO PAGE 91, PLEASE | 


MOCCASIN CONSTRUCTION 
Seven Basic Sole-Attaching Methods 
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True moccasin. 
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True moccasin with Little- 
way-stitched single sole 
with single or double 
stitch. 
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Littleway - stitched mid - 
sole and Goodyear- 
stitched out-sole. 





Tees moccasin with spe- 
cial patented construc- 
tion. Welt sewn to upper. 
Out-sole Goodyear- 
stitched to welt with 
foam rubber filler. 
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Cement attached welt to 
mid-sole and mid-sole Lit- 
tleway-stitched to upper. 
Out-sole Goodyear- 
stitched to mid-sole and 
welt. 


Mid - sole Littleway- 
stitched to upper with 
cemented out-sole of var-, 
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They Built a National Reputation 


SELLING moccasins and moccasin-style shoes is “old 
hat” for William Hahn & Company, one of Washing- 
ton’s foremost family shoe chains, nationally recog- 
nized as one of the leaders in moccasin sales promotion. 
This unusual volume of moccasin sales comes from an 
inventory that includes a variety of styles and colors 
for men, women and children. 

The nine store local chain includes eight stores in 
Greater Metropolitan Washington (an area covering 
nearby Virginia and Maryland—fringing the District of 
Columbia) and a store in Baltimore. 

The alert advertising department of this company 
keeps its calendar tuned to the pulse of local and special 
events. And upon such occasions, tie-in advertising is 
quickly set into motion to accent the special event and 
promote moccasin sales. Some examples include a tie- 
in with the opening of the local race track when the 
14th & G Street store featured a miniature horse and 
jockey centered in its window display of moccasins and 
casual footwear. 

Upon another occasion when a special moccasin dis- 
play was planned, the window layout included a minia- 
ture of a cobbler’s bench and workshop depicting the 
care and skill that goes into the hand-sewing of moc- 
casins. 
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And speaking of advertising William Hahn and Com- 
pany, rated among the largest shoe advertisers in the 
country, is reported to use approximately one-half 
million lines of advertising copy yearly. This coverage 
is distributed among the several dailies in Baltimore 
and the Washington area. Only rarely is radio used. 
As for direct mail Mr. Stephen W. Heller, Secretary of 
the company, declares “we include some type of filler 
with our regular monthly billings, and to stimulate 
our back-to-school promotion a separate and special 
mailing, featuring children’s and college student’s moc- 
casins, is undertaken.” 

Hahn’s have used colored newspaper ads, but accord- 
ing to Mr. Heller, “the price of the color ad does not 
justify the net results achieved and we seldom use it.” 
Mr. Heller further stated that the smaller ads net better 
results than do the larger spreads. Most Hahn ads are 
of the smaller variety, but these are used consistently 
and are highly successful in their promotion of moc- 
casins. 


Clean, uncluttered advertising in a style unmis- 
takably Hahn’s is a standard feature in newspapers 
in the Washington and Richmond areas. Over a 
half million lines of advertising copy yearly, much 
of it promoting moccasin styles, has placed this shoe 
chain among the nation’s top sellers of moccasins. 
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Window displays are keyed to local and special 
events and are set up in conjunction with newspaper 
promotions. Here, light weight casual footwear in a 
wide range of styles and colors is emphasized for 
vacation wear. The brushed leather moccasin in 
sand color is expected to be the season’s all-high 
seller. Note the motif of red bricks and scatter grass. 


Young Mr. Heller, who is buyer of men’s and chil- 
dren’s footwear and director of personnel, stated that 
in his eight years with the firm “we have always em- 
phasized moccasins. We carry a line covering sizes 
ranging from children’s size 10 to women’s and men’s 
of all sizes, varieties and colors. Blacks and browns are 
still big sellers and favorites with most customers, al- 
though we do sell a good many in white and wheat or 
beige for summer. As a matter of interest we have just 
recently featured a new brushed leather moccasin in a 
sand color that promises to be one of the season’s all- 
high sellers.” 

Hahn’s find that their best months for selling moc- 
casins fall between June and December. Although it 
must be added that moccasin sales form an important 
part of their year-round business. Summer trade and 
back to school and fall business months are peaks for 
women’s and children’s sales. June and December are 








the two high points for sales of men’s moccasins. 
When Mr. Heller tried to estimate the percentage 

of moccasins sold by his firm he declared, “It 
would be most difficult to give a true break-down 
of moccasin sales, as the term moccasin today is 
more loosely interpreted and covers a variety of 
casual-type shoes. This, of course, is a direct 
result of the tremendous influence that the moc- 
casin has had on casual shoes generally. However, 
a rough estimate of our moccasin sales would likely 
be 15 to 20 per cent of our over-all volume. But 
if we include the many styles that are included in 
the moccasin category without being the true moc- 
casin, the percentage would doubtless run consid- 
erably higher.” 

Special moccasin sales are featured by Hahn’s be- 
tween three and four times yearly for such occasions 
as Father’s Day, Back-to-School, and Christmas or 
other gift-giving occasions. As Mr. Heller pointed out 
“Women purchase the various style moccasins as gifts 
for their male relatives and friends, theorizing that 
moccasins are always a welcome addition to any man’s 
shoe wardrobe.” The only promotional techniques used 

[TURN TO PAGE 88, PLEASE ] 


SION Promotions 


William Hahn & Company of Washington, D. C., Uses Well-Timed Moccasin 


Merchandising to Earn a Top Sales Position in Nation. 
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In the infants’ and babies’ footwear 


field, the genuine moccasin has been 
making major strides. At present there 
are two major manufacturers specializ- 
ing in genuine moccasins in this field: 
the R. J. Potvin Shoe Co., makers of the 
“Buntees” line; and the Burkley Shoe 
Co., makers of “Five-Toe Moccasins.” 
Both firms are in Brockton, Mass. 

One of the factors that has been giv- 
ing impetus to genuine moccasins for 
infants is the growing number of 
physicians and pediatricians advocating 
that babies’ shoes be as pliable and 

[TURN TO PAGE 89, PLEASE[ 


A true hand-lasted moccasin bootie begins 
with one piece of leather moulded around 
and under the foot. For early steppers, a 
soft sole is added. Then for firmness a 
Goodyear-W elt and finally an extended sole 
is added to encourage straight-line walking. 
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TRUE MOCCASINS by BASS 


The leading name in true moccasin construction for over 50 years 
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® From the first hand sewn Bass Moccasin Cruiser de- 
veloped in 1906, to the famous Bass Weejun* of 1956, the 
name Bass has meant the finest in true moccasin styles 
and construction. 


BASS True Moccasins for Hunting and Camping 


@ The Quail Hunter*: A lightweight 9” boot. Typical of the many 
popular Bass true moccasin styles for hunting and camping. For 
men and women. (Large illustration) 


Also Shown 
SPORTOCASINS* - CAMP MOCCASIN - TRAILMASTER BOOT 
WOMEN’S GOLF OXFORD 


*T.M. REG 


BE SURE IT’S A BASS TRUE MOCCASIN 
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BASS TRUE MOCCASINS 


for Sports and Leisure Wear 








@ Weejuns*: The original indoor-outdoor leisure shoe for 
men and women. Originated by Bass in 1936, Weejuns* 
set the trend for today’s casual footwear. (Large illustration) 


Also Shown 
SPORTOCASIN* OXFORD - WEEJUN‘ TIE - WEEJUN* ZEF’R 


WOMEN’S WEEJUNS' 


True Moccasins by BASS 


@ are sales and profit leaders all over the country in leading stores 
and departments. Made of the finest supple leathers and hand sewn 
by Maine shoemakers, Bass true moccasins sell steadily the year 
, 

round. 


@ For catalog and price list write: 


G. H. BASS & CoO., Dept. BS-7, Wilton, Maine: Shoemakers in Maine Since 1876 
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at home and abroad 
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Beau Mocs selis from $6.98 to $9.98 ¥ tite) 


SAM SCHOENFELD ASSOC., 47 W. 34 St., New York 1, N. Y. 


FACTORY: BEAU FOOTWEAR CO. . LEWISTON, MAINE 
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Genuine Moccasins 
Now In-Stock* 





Tvs going to be the biggest moccasin 
season ever and Gerberichs and Gee 
Pees are ready for it with these genu- 


ine moccasins, styled just the way real 


al ee om 
Tani kids like them. Be sure to have them 
HAND SEWN VAMP G in adeyuate sizes and widths when 
Style No. 2490 the back-to-school rush starts. 
Brown 
tine *FOR GERBERICH DEALERS, 
——— 


Boys’ Sizes: ORDER TODAY! 


Gan 92s 


THE ALL sors’ Action SHOE 





Widths B, C and D; sizes 3 to 6 
Big Fellas’ Sizes: 


Widths B, C and D; sizes 6/2 to II and 


Also in stock: 
Style No. 2492 


Black 
Big Fellas’ Sizes: 
Widths B, C and D; sizes 6'2 to LI 




















MACHINE SEWN VAMP 
Style No. 2924 


Brown 
Nuclear Soles and 
Heel Lifts 
Boys’ Sizes: 
Widths B, C and D; sizes 3 to 6 
Big Fellas’ Sizes: 
Widths B, C and D; sizes 6'2 to II 


Also in stock: 
Style No. 2926 
Black 


Boys’ Sizes: 
Widths B, C and D; sizes 3 to 6 


Gerberich- 


... the Finest Name 


Payne in Boys Shoes OFFICES. 


NEW YORK, Marbridge Building, Room 417 






HOE MPANY LOS ANGELES, Alexandria Hotel, Room 805 

SHOE CO PHILADELPHIA, 12.8. 12thSt., Room 914 
MOUNT JOY PENNSYLVANIA IN CANADA. J Leckie & Co., LTD, 
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flexible 
shoe 
you can 


plump, mellow, 
specially 
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IN-STOCK 


orders shipped same day as received 
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Two Dependable Leathers “ * 
hi 


MANUFACTURERS LIKE 
for use in all types of 






STYLED BY “Sa 
R. J. POTVIN 
SHOE CO. 











NORTHWESTERN 
ELKO and 





ELKO — This mellow “sport elk” 
tannage provides maximum comfort 
and flexibility in moccasin-type foot- 
wear for infants’ shoes and growin 
feet of active youngsters. Finish 
either smooth or boarded. 


SMOOTH PAC — 
This Staple aniline and semi-aniline 
finished ‘leather is a solid, sturdy 
leather, ideal for use in men’s loafers 
and hand sewn moccasins. Available 
in black and all popular colors. 


















STYLED BY 
JOHN FOOTE 


ERE ET ETT TY 


NORTHWESTERN LEATHER COMPANY 
210 SOUTH STREET, BOSTON 11, MASS. 
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Pinchos 





says 





“OUR AIM IS TO MAKE THE BEST— 
INCIDENTALLY, WE MAKE THE MOST! 





Since 1928, we have never lost our faith in the Moccasin as the 
All-American Shoe. Today, in 1956, as the world's largest manu- 
facturer of camp moccasins, we should like to reaffirm our confi- 
dence in the future of the moccasin. 


No Shoes, No Boots, | just make CAMP MOCCASINS in 
EVERY TYPE for EVERY AGE, for EVERY pocketbook 
to retail for $2.98 to $6.98 


CATERING TO THE VOLUME TRADE ONLY 


MEDWED FOOTWEAR CO.—Factories: Skowhegan and Madison, Me., Boston Office: 179 Lincoln St. 
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KEEP MOCCASIN UP WITH 
3 9 








Give your moccasins better shape 
and more substance without 
adding objectionable weight 
by using *“*MOC” Forms. 
Present available size 
women’s size 4. Light weight 
semi-flexible material in 


transparent, flesh or black. 


ALSO, suitable for display 
of other soft fabric or 


knitted slippers. 


Form Courtesy of 
Alco of Texas, 
San Angelo, Texas 


New York Office— 
Tel. MUrray Hill 9-3160 
St. Louis Office— 
Tel. Chestnut 1-4350 


Your silent 







salesman always 

on the job 
..+ BOOSTING 
MOCCASIN SALES! 







Write for further details on 
embossing and other sizes 


SHOE FORM Co. Inc. 


Dept. B-36, Auburn, New York 
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MANUFACTURED BY Hee Hm BELGRADE SHOE CO. 





the world’s largest independent manufacturer of men’s 
women’s and children’s handsewns!* 
BELGRADE SHOE COMPANY, Avburn, Maine 


In Canada: Bluewater Shoe Company, Holland Landing, Ontario 


*WITH the best in-stock service, too! 
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His great-great-qrandfather invented them 


And the Penobscot Indians who work on today’s Penobscot 
Trampeze and Oldmaine Trotters are direct descendants 
of those early Indian craftsmen ... proud, as their 
forebears were proud, of the painstaking care . . . 

the details. . . the soft, soft leathers that go into 

Trotters and Trampeze mocs, Of course, times have 
changed a little — but only for the better. Today's 
skilled Indian craftsmen have modern engineers to 

help them, top fashion designs to work from. And today, 
women love these little mocs more than ever before — 
wear them to everything — buy them on sight. Where 
do they buy them? All over the country — why not in 
your store? 


Goode rameny — olfmaine Tslers 


DISTINGUISHED PRODUCTS OF THE PENOBSCOT AND OLD TOWN SHOE COMPANIES 
179 LINCOLN ST., BOSTON 11, MASS, Factories in Old Town, Maine 








buffed leather at a 
popular price... 


10s 


by (ENERAL 
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,., available in 


preferred pastel colors 








Never before could you find a velvet PINK 
napped leather split like this one of- BLUE 
fered at such low cost. But for all their 

' economy, General Split Buffies give you PEARL 
quality, too — supple softness and flex- BEIGE 
ibility; durability; a full choice of pre- 
ferred colors — all those elements that YELLOW 
go into the making of a competitively- CHARCOAL | 
priced moc with maximum eye ap- 
peal, Write today for sample skins |CHTARTREUSE | 





or swatches. 


FIVE 


GENERAL SPLIT Convonsiion ERE 1M 
Clr langeat producer of glove lather phim : 

















730 W. Virginia Street « Milwaukee 4, Wisconsin 





Unusual Display Fixture 


A HIGHLY unusual display fixture is promoting the sales 
of gift slippers, casuals, and boots, at the new Budget Shoe 
Center, Englewood, Colorado. 

The Budget Shoe Center, a corporation, recently moved 
into the downtown store formerly occupied by the Fashion 
Shoe Center. Manager Thomas A, McCune set out im- 
mediately on an intensive merchandising program slanted 
at the gift footwear market, emphasizing lay-away buying 
methods as early as August 15 for the Christmas season. 

His major asset is the display fixture shown here which 
is an 8x8 foot white enameled panel, at the rear of the 
store which separates the showroom from the sales area. 
As shown, the shelving across the face of the panel is 
designed in “steps,” running from low left to high right, 
with nine steps in the longer series down to two steps at 
the corners. The resulting geometric pattern invariably 
attracts the attention of every customer entering the store, 
and during the evening hours a bright spotlight is focused 
on the display. Most of the footwear shown is composed 
of gift slippers, casuals, cowboy boots, ete. 


New Handsewn Moccasins 





New additions to the Skinjuns handsewn moccasin line of 
the Wolverine Shoe and Tanning Corp., Rockford, Mich- 
igan, are the two eyelet blucher and traditional Norwegian 
moccasin pattern shown above in a soft tan finished leath- 
er, The styles are available in either brown or black. 
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The only really different shoe for men 
in over 100 years of shoemaking. 
Light... soft... flexible... 
one-piece sole hand-sewn to upper. 


Created by those astounding Italian artists. 


Made in Italy on American lasts 
to American sizes. 


Model 409 


New ... but already featured in 
exclusive shops from coast to coast. 


To appreciate GUANTO 
you must see it... feelit... 


WRITE OR CALL TODAY, 


BE FIRST TO FEATURE GUANTO IN YOUR AREA, 


























rig 


THE COMPLETELY DIFFERENT MEN’S SHOE 


...as ltalian as Chianti 


Model 419 


Model 407 






Caprice Imports 


Dept. B, 234 Post Ave., Westbury, L. 1, N.Y. © EDgewood 4.3228 





The Origin 
Of the Moccasin 


[CONTINUED FROM PAGE 61] 


construction—a single piece of leather 
wrapped around the foot. The upper 
and sole of the “shoe” were of the 
same single piece of leather. 

Fundamentally, today’s modern moc- 
casin is constructed the same way. 

However, perhaps no basic shoe de- 
sign has in ita history gone through so 
many variations and changes, or been 
used in so many different ways, as has 
the moccasin, There are two definite 
things you can say about it. It is per- 
haps the most “universa!” form of foot- 
wear, And second, it may be consid. 
ered just about the moat versatile in a 
historic sense, 

Throughout these several thousands 
of years of evolution of the moccasin, 
the outward design of thia footwear 
underwent many changes from its moat 
primitive form to ita later refinements, 
Originally, of course, it waa strictly a 
utilitarian item, serving aa a protec- 
tive covering for foot and leg, But its 
later versions were cut to ankle-high 
length, and later to low-cuta as we 
know them today. Gradually, too, a 
great variety of ornamental treatments 
were applied—beada, trinkets, furs, 
ete, And there waa also the use of dif- 
ferent colored leathers used in combi- 
nation, But regardless of all thease 
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evolutionary changes, the essential 
moccasin construction, the one - piece 
idea, remained intact, just as it does 
today on all genuine moccasins, 

However, the moccasin as we know 
it today is most commonly associated 
with the American Indian, And while 
this evolved from the basic moccasin 
concept of much earlier times, the 
American Indian moccasin is a crea- 
tive version of its own, 

In fact, the word “moccasin” is an 
Indian term, derived from one of the 
eastern Algonkian (or Algonquin) dia 
lecta, It was first used in print in John 
Smith's “Map of Virginia” (1612) and 
has since come to be used for all the 
different kinds of North American In- 
dian shoes, 

The word moccasin, however, was 
used much earlier, The French ex- 
plorer ‘Cartier, seeing thia footwear on 
the feet of Canadian Indiana, gave the 
word the French pronunciation with 
emphasis on the last ayllable, The 
English later Anglicized it to the pro- 
nunelation we know today, The French 
explorera and coloniata who followed 
Cartier in eastern Canada found the 
aoft yet durable moccasin ideal for for- 
est hunting, It was commonly used, 
both in the hightop and low-cut ver- 
siona, by the French settlers there, 
adopted from the Indiana of that ter- 
ritory. 

The Penobscot Indiana of Maine had 
also developed their own moccasins, In 





fact, practically all the Indian tribes 
of New England had acquired their 
own versions of the moccasins—essen- 
tially the same in construction and ba- 
sic design, but each with its distinctive 
decorative treatment. As to the United 
States, it was northern New England 
which gave birth and popularity to the 
moccasin, Today, northern New En. 
gland is atill the pivot of the American 
moccasin industry. 

An interesting sequence of develop- 
ment now becomes evident. The moe- 
casin was originally a “cold climate” 
shoe associated with snowy country. It 
started as a boot and was linked to the 
snowshoe, It gradually moved “south” 
into warmer countries or areas, and 
was revised in styling to adapt to new 
conditions—though the essential con- 
atruction never changed, 

Thue it started with peoples of very 
northern climes such aa the Eskimos 
and Laplanders, The Indiana of north- 
ern Quebec obviously acquired the boot 
from their neighbors to the north, and 
the New England Indians from those 
of Canada; and later the Virginia In- 
diana acquired their version from the 
New Englanders, 

We now come to one of the most aig- 
nificant observations of all. In moat 
parta of the world the moccasin, almost 
always in high-boot or semi-boot form, 
conalated of a one-piece bottom sewn to 
a one-piece top. The foot part was 

[TURN TO PAGE 94, PLEASE] 
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Moccasins... 


The comfort features of the one- 
piece vamp have been tested and 





























approved for over 2,000 years. Baby's 
foot is wrapped in a cradle of soft 
leather that yields and “gives” with 
the ection of walking, 
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R. J, POTVIN SHOE C€CO., BROCKTON 26, MASS. 
They Built a said Mr, Siegel, manager of the 14th & 


National Reputation 
[CONTINUED FROM PAGE 71] 


to move gift-moccasins are the news- 
paper ads and their transparent win- 
dow displays. However special emphasis 
is also given to the “floor” of their win- 
dow display. Currently the floor of the 
window featuring moccasin and other 
casual footwear for men is uniquely 
covered with actual red bricks and 
scatter grass in a typical patio fash- 
ion. (Window displays are changed 
about every 10 days to two weeks.) 
“Because of the built-in comfort of 
moccasins and moccasin-style shoes,” 





G Streets store, our men customers 
range in ages from teen-age boys to 
men of all ages in industry and busi- 
ness. Once it was only the boys and 
young men who bought the greater per- 
centage of our moccasins, But more- 
and-more over the past five years cus- 
tomer acceptance has broadened to in- 
clude all ages and classes,” 

Mr. Siegel also pointed out that their 
moceasin sales had had a considerable 
influence on their sock sales, “We now 
sell argyles and pattern socks to males 
of varying ages, although some still 
wear the ribbed sock with their mocea- 
sins,”” Aw to color, Mr, Siegel stated 
that once only brown moccasins were 





sold, but today the picture is strongly 
highlighted with black and, for summer, 
white buck and red rubber sole style 
moccasins, Mr. Siegel also said that 
summer color and style moccasins had 
not cut into their sandal sales but that 
it “actually means we can sell that 
customer an extra pair of shoes.” All 
of which points to the increasing num- 
ber of shoes in the twentieth century 
man’s shoe wardrobe. 

Hahn's also sell golf moccasins—lace 
or tie style. Buck, elk-leather and veal 
(unlined) are favorites, 

Women’s moccasins sell for from 
$5.95 to $8.95, children’s $6.95, and 
men’s for $9.06 and $12,956. And at the 
14th st. store, which specializes in men’s 
footwear, they sell a Florsheim mocca- 
sin at $18.95. Moccasin specialties for 
men are Hahn's own branded Tru-Mocs 
and the Taylor-Made “Informals”; for 
children it is the Gro-nups and for wo- 
men the All Maine Trotters. Camp- 
Mocs priced at $3.95 are runners up for 
summer sales as are their Tex-Mocs 
(beaded) priced at $2.95 and $3.95. 

Moccasins for women are most popu- 
lar among teenagers and college girls, 
while older women and girls prefer a 
atyle moccasin toe fashioned in the leas 
casual yet informal shoe. 

In this organization of more than 
200 employes, individual sales are kept 
at a high level through inter-store sales 
contests, Individual store managers en- 
courage their salespeople to show each 
customer four types of shoes in an «f- 
fort to promote the wider shoe ward- 
robe sales, Only infrequently do cus- 
tomers leave the store with but a single 
atyle shoe. And generally speaking, ac- 
cording to both Mr. Heller and Mr. 
Siegel, those who come in for mocca- 
sins walk out with a second pair of 
shoes in a different style. 





Retailer Jumps Traffic 
With Miniature Door for Kids 


PHOBNIX, ARIZ.—A clever merchan- 
dising touch which is selling a much 
larger volume of children’s shoes for 
Milder’s, children’s apparel store here, 
is a “little door for little customers.” 

Alongside the standard size entrance 
to the Milder store is a miniature all- 
glass door, with the same fittings as 
the full size door, including push bar, 
lock, trim, and the like, However, the 
“little door” is only three-and-a-half 
feet high. 

Completely air conditioned, and with 
three top nationally-advertised lines for 
children’s shoes, Milder’s ran a cut of 
the “little door” in every newspaper ad 
and found that the resulting curiosity 
brings in an average of a dozen new 
customers per day, 

“Parents get just as much enjoyment 
out of sending their youngsters through 
the miniature door as the children do 
themselves,” it was pointed out, “and 
merely the experience of walking 
through the door provides an extra filip 
of interest to a shopping trip which 
everyone concerned enjoys, 
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Moccasins in 


. Camp Styles 


[CONTINUED FROM PAGE 67] 


flexible, sturdier and more water-re- 
pellent boots. And the use of specialized 
rubber and micro-cellular soles has 
made lighter, more comfortable boots 
with treads that are surer and safer. 
Foam rubber, used as a liner between 
two shells of leather, has produced 
warmer boots and brought protection to 
legs and feet at lacing pressure points 
and helped to eliminate bruises caused 
by sharp sticks and stones encountered 
on the trail. 

For many years shoe merchants have 
been striving to find ways to get a 
larger share of the hunting boot busi- 
ness, One of the deterrents has been a 
belief by retailers that it is necessary 
to carry a heavy inventory in order to 
do a real fitting job. Since boots are not 
an inexpensive item, such an inventory 
could require a substantial investment. 
But most American boot manufacturers 
maintain efficient In-Stock services fea- 
turing a broad range of styles, aw is 
evidenced by the very complete showing 
of moccasin boots in the accompanying 
iNuatration, Since the boot selling sea- 
son is a pre-hunting and pre-fishing 
season and aince boota are a particu- 
larly strong holiday item, the retailer, 
working with a reasonable inventory, 
can fill in outsizes and order special 
types quickly from these In-Stock 
sources of supply. 


The Moccasin in 
Babies’ Footwear 
[CONTINUED FROM PAGE 72] 


flexible aa possible, The moccasin, of 
course, in ideally adapted to such re- 
quirements, Moccasin men are firm in 
thelr claim that the moccasin is “the 
nearest thing to going barefoot.” This 
concept has gained much favor with 
medical men, 

The influence of moccasin-type foot. 
wear in the infanta’ fleld in already 
atrong, and continues to grow, One ex- 
ample of this ia that an eatimated 35 
per cent or about 18 million paira of 
the total 87 million pairs of infants’ and 
babies’ shoes produced, are atyled in 
some version of the moceasin, While the 
great majority of these are not of 
genuine moccasin construction, all have 
nome degree of moccasin appearance 
outwardly, 

The moccasin is ideally adaptable to 
the infant foot. A baby's foot is almont 
invariably flat, doesn’t assume an arch 
until later, Thua, in the early stage 
the wrap-around concept of the mocea- 
ain conatruetion forma the perfect 
“oradle” for the flat infant foot, 

Another important feature ie that a 
true moccasin, because of ita wrap 
around principle of construction, never 
forces the foot to conform to it, In- 
stead, the shoe tends to follow and 
adapt to the natural contours and ae- 
tions of the foot, 
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According to a published study of 
the Institute of Child Welfare of the 
University of California, conducted by 
Drs. Harold E, Roe and Herbert S. Con- 
rad, it was stated: “The ideal shoe for 
the growing child is the moccasin type, 
a very soft shoe that does not interfere 
with the action of the foot muscles and 
the gripping, propulsive action of his 
feet.” 

Moccasin shoes for infants have sev- 


The comfort features of the one- 
piece vamp have been tested and 
approved for over 2,000 years. Baby's 
foot is wrapped in a cradle of soft 
leather that yields and “gives” with 
the action of walking, 
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Moccasins... 





eral versions, depending upon the age 
and activity of the child, First, there’s 
the pre-walker bootie, a simple, one- 
piece wrap-around of soft leather to 
give barefoot freedom. 

Second is the shoe for first-steppers 
and creepers——-the same moccasin wrap- 
around shoe, but now with a single, soft 
sole attached by cement or Littleway 
process to give a firmer base. Third, as 

[TURN TO PAGE 90, PLEASE] 
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R. J, POTVIN SHOE CO., BROCKTON 26, MASS. 








The makers of Buntees have been appointed sole manufacturers of the 


SABEL PRE-WALKER EQUINO-VARUS and 
SABEL PRE-WALKER SURGICAL SHOES 


by I. Sabel, Ine., Specialized Orthopedic Footwear 
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THIELE’S new MELLOW TAN was especially 
created to satisfy the great demand for a better leather 
in which to make the original type Indian moccasin. 
MELLOW TAN is soft and pliable .. . easier to work with 
than any leather previously used in the manufacture of 
soft moccasins. In developing MELLOW TAN special at- 
tention was given to increase its long wearing qualities. 


@ Comes in choice of many color 


ectei 





Delicate eye 
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Bold life-like solids 









THIELE 


The Moccasin in 
Babies’ Footwear 
[CONTINUED FROM PAGE 89] 


the growing child now walks more ac- 
tively, the outsole may be Goodyear- 
stitched to the above for even greater 
firmness at the base. Lastly, the out- 
sole is extended at sides and toe for 
greater support in gait, and to encour- 
age straight-line walking habits. 

All throughout, however, the mocca- 
sin construction prevails. The only 
changes are in the type of outsole or 
sole-attaching method, geared to the 


9 


Also natural ond white 
Write for samples of new MELLOW TAN 


tanning company 
123 N. 27th Street 


Milwaukee, Wis. 


different foot requirements at different 
ages or walking stages. The principle 
of flexibility, nevertheless, predomi- 
nates in all cases, 

Practically all infants’ and babies’ 
shoes of genuine moccasin construction 
are hand-lasted. A “drawstring” is used 
to pull the puckered vamp snugly over 
the last. The puckered edges are then 
sewn to a plug or toe piece, The end 
result is a shoe that conforms perfectly 
to the shape of the last and tends to 
retain its original shape with wear. 
Also important, the inside of the shoe 
remains perfectly smooth throughout 
its lifetime, without ridges or edges 





that can be annoying to tiny, sensitive 
feet. 

A baby’s foot contains no hard bone. 
It is all soft tissue—even the parts that 
will later develop into bone. This mass 
of soft tissue is obviously susceptible 
to even mild pressures or outside in- 
fluences, such as from a shoe. Also, 
these tiny feet grow rapidly and in ir- 
regular “spurts,” as studies show. 

With these important foot character- 
istics in mind, many pediatricians and 
physicians have found the genuine moc- 
casin to be an ideal shoe; that is, the 
ideal as being “the nearest thing to 
going barefoot.” 

The remarkable versatility of the 
moceasin construction may be illus- 
trated by the following example. For 
the past three decades the orthopedic 
footwear line of I. Sabel, Philadelphia, 
has won national prominence among 
shoemen and doctors alike. Under care- 
ful medical design it produced men’s, 
women’s and children’s shoes for de- 
formed and disabled feet. Practically 
all of these shoes are sold through med- 
ical prescription. 

Recently, under agreement with 
Sabel, the R. J. Potvin Shoe Co. took 
over rights to produce all Sabel shoes 
in the infants’ field. These shoes had 
always been made by a conventional 
process or construction, The Potvin 
firm decided to make these orthopedic 
shoes by the genuine moccasin process. 
In so far as is known, this is perhaps 
the first time in shoemaking history 
that orthopedic shoes have been made 
with moceasin construction. 

The response from retailers and pedi- 
atricians regarding this innovation has 
been gratifying. Obviously, what the 
moccasin construction has demonstrated 
here is that an orthopedic shoe can 
have essential flexiblity and lightness 
of weight, and yet render the medical 
services for which it is designed, This, 
as pointed out before, is an example of 
the versatility of the moccasin, and its 
ability to adapt successfully to numer- 
ous types of footwear, 


Steinbock Named to Manage 
New Salem Shoe Department 


SaLem, One.——Nathan Steinbock, na- 
tionally-known proprietor of Raemars 
Shoe Store, has been named to manage 
the new shoe department of Johnson's 
Ladies Store in Salem. 

This is announcement of John H. 
Johnson and Philip M. Hawly, of the 
Johnson firm, 

Mr. Steinbock has owned and oper- 
ated Raemars for the past ten years, 
and has received national recognition 
for several of his original shoe designs, 
These include the Halter Strap in 1946; 
Dixie Bootie, Car-Tones and Rally 
Squad, recently endorsed by National 
Cheer Leaders Association, 

Mr. Steinbock will bring to Johnson's 
all the nationally known brands carried 
over the past years, in addition to sev- 
eral new lines, 

The new store will open on August 1. 
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The Moccasin for 
Beaded Slippers 


[CONTINUED FROM PAGE 68] 


jute for padding and imported rabbit 
fur, some moccasins retail profitably 
as low as $2.98 to $3.98. 

In order to promote further sales, 
manufacturers have suggested several 
promotional techniques which have 
proved successful. A hand-sewer seated 
in a store window and surrounded by 
the tools of his trade or a woman in 
Indian dress beading the tips will al- 
ways draw attention. Another eye- 
catcher is a display exhibiting the 
various stages of production with cap- 
tions identifying them. 

In the soft moccasin field, which in- 
cludes a variety of styles for indoor 
lounging and leisure, there are two 
types of vamp construction — the 
stitched vamp used on softer glove 
leathers and then hand laced, used in 
sturdier types. In the latter, holes are 
punched around the contour of the 
plug and vamp area of the sock. In 
place of the stitching, leather thongs 
of varying weight are inserted through 
the holes and the plug is drawn to the 
sock by tightening these thongs, bring- 
ing to the forepart a rugged look par- 
ticularly attractive to men’s styles. 
Hand lacing is alao used on soft out- 
door casual types with beaded or plain 
vamps. 

Soft moccasin construction boots in 
glove soft splits in natural deerskin 
color and dark green are being devel- 
oped for Robin Hood and Maid Marion 
promotions, by some houses making 
beaded moccasins. 

A considerable increase in beaded 
moccasin sales in the future is ex- 
pected because of the growing impor- 
tance of suitable footwear for leisure 
and relaxing. For the retailer this will 
mean another stock item insuring 
higher sales especially around Chriat- 
mas, 

Like the tremendously popular Nor- 
wegian, the beaded moceasin may soon 
become standard in all wardrobes. 


Know Your 
Moccasins 
[CONTINUED FROM PAGE 69] 


only part way beneath the foot, That 
under-portion might be termed the 
anchor piece all around the edge of the 
shoe, Both the insole and outsole are at- 
tached to it by either coment or stitch- 
ing or both, But the center of the shoe's 
bottom is left “open”’—that is, not cov- 
ered by the piece of upper leather 
which in a moceasin comes all the way 
under the foot. That “open” center area 
in other constructions is occupied by 
an insole, or by a filler to provide a 
level surface. 

The above represents the chief dis- 
tinetion between the true moccasin con- 
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struction and other types of construc- 
tions. Also, the genuine moccasin has 
no insole. The upper leather which is 
brought all the way under the shoe 
serves as the foot-resting base. In other 
types of constructions it’s the insole 
that serves this punpose. 

Thus the genuine moccasin construc- 
tion, made on the one-piece principle, 
gives a shoe that serves as a cradle 
for the foot. The genuine moccasin, 
having no insole or bottom filler, is 
usually a very flexible, lightweight and 
comfortable shoe. All moccasin makers 
claim this shoe to be “the closest thing 
to barefoot walking.” 

There are also other distinguishing 
features to the genuine moccasin, There 


is a plug or toe piece that completes 
the forepart of the shoe. The one con- 
tinuous piece of leather that cradles 
the foot around the sides and bottom 
must be held together at the top. Thus a 
plug or toe piece is used—sewn to the 
rest of the forepart. Where these two 
parts are sewn together—the plug and 
the main part of the upper—it is called 
the moccasin seam. This is what gives 
the shoe its characteristic moccasin 
look; that is, the moccasin front. 

This moccasin seam can be either 
hand-sewn or machine-sewn (it’s esti- 
mated that only about 20 per cent of 
genuine moccasins today have hand- 
sewn seams), Some shoemen insist that 

[TURN TO PAGE 92, PLEASE] 
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Who Buys Hamel Kid Linings 









PTANNERS 
THE MANUFACTURER~—-Because he knows that over 
thirty-five years of “know-how”, experimenting and 
perfecting expressly for linings, has produced the 
finest in kid linings. He wants the genuine article, the 
material made to do the job, There'll be no after-thought 


in his product—inside and out, he wants quality. 


THE RETAILER—because he wants something that 
will sell, and stay sold. He recognizes the trend toward 
colors—~soft pastels, deep dark tones, and distinctive 
anilines, He recognizes the need for appeal—the eye 
catcher—the shoe that looks as good on the inside as it 
does on the oustide, 


THE CONSUMER—because he or she wants quality, 
comfort and beauty, They want a lining of quality be- 
cause they want something that will last, something that 
will make their shoes look new longer. Consumers want 
comfort, a lining that molds to the foot, yet retains the 
shape of the shoe, a lining that gives the foot a chance 
to breathe, They want beauty in keeping with the trends 
of the day, where the inside is as beautiful as the outside. 


HAMEL KID LINING—the only kid lining made to 
meet the demands of them all! 


L. H. HAMEL LEATHER COMPANY 
HAVERHILL, MASSACHUSETTS 
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Guild MOCCASIN MANUFACTURERS 


219 SO. CENTRAL AVE. * LOS ANGELES 12, CALIF, 
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Know Your 
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a shoe isn’t a genuine moccasin unless 
the vamp or plug is hand-sewn, even 
though the rest of the shoe may be of 
true moccasin construction. 

However, a good craftsman can hand- 
sew only about 24 pairs a day, whereas 
machine-sewing the vamp can be done 
at the rate of some 1500 pairs a day. 
Then what are the advantages of hand- 
sewing? There are several. 

First, from the merchandising stand- 
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point the hand-sewn vamp has the 
“handcrafted” look which many people 
find appealing. Incidentally, you can 
usually detect the hand-sewn vamp by 
a few little things: (1) the aw! holes 
through which the thread passes are a 
little larger than in machine-sewn 
shoes; (2) the spacing between thread 
holes or threads isn’t always as uniform 
or as exacting as in machine-sewn 
vamps; (8) there is a puckered look 
just below the plug stitching. 

Second, though machine-sewing is 
much faster (and some 80 per cent of 
moeccasing are made this way), its eco- 
nomic advantages aren't necessarily as 




















































































great as appear on first glance. For ex- 
ample, the hand-sewer actually “lasts” 
the shoe during this operation, and 
thus does more than just sew. The 
hand-sewer starts from almost a flat, 
single piece of leather. He lasts, pre- 
forms, pre-fits, and sews the plug to the 
vamp. One man takes care of numerous 
operations. The operator who machine- 
sews vamps has the shoe come to him 
prepared with previous operations— 
the pre-fitting steps, each of which re- 
quires separate operations and opera- 
tors. Thus the speed and economies of 
machine-sewing on moccasins are coun- 
ter-balanced somewhat by other re- 
quired operations which the one-man 
hand-sewer does by himself. 

The genuine and most “basic” mocca- 
sin has all the construction features as 
described above. In its most funda- 
mental form it would not have even 
an outsole or heel, but would be that 
soft, slipper-shoe type of moccasin 
which we associate with the American 
Indian, generally termed today the 
canoe moccasin. However, for all prac- 
tical purposes under our modern living 
conditions, an outsole and heel become 
important parts of today’s moccasin, 
though some are still made in the 
“original” form, 

There are a variety of methods used 
by shoe manufacturers in attaching 
soles to true moccasins which in no way 
alter the fundamental structure of the 
moccasin. The five basic sole-affixing 
methods used are as follows: 

1) The “original” moccasin, wherein 
the upper, which comes around the 
sides and bottom of the shoe in a single 
piece, also comprises the sole, which is 
soft, slipper-like. Actually there is no 
sole-affixing here. 

2) The Littleway-stitched single sole, 
which may have either a single or 
double row of stitching. 

8) A double-sole consisting of mid- 
sole and outsole. The midsole is Little- 
way - stitched, the outsole Goodyear - 
stitched, 

4) Next is a patented construction 
wherein the welt is sewn to the upper, 
and the outsole is Goodyear-stitched to 
the welt with foam rubber filler. 

5) This process cement-attaches the 
welt to the midsole, and the midsole is 
Littleway-stitched to the wpper. Then 
the outsole is Goodyear-stitehed to the 
midsole and welt. 

6) Lastly, the midsole is Littleway- 
stitched to the upper with a cemented 
outsole of leather or of any of various 
other materials. 

Keep in mind that these are the cus- 
tomary sole-attaching methods for true 
moccasins. In what are known as “mock 
moccasins” (shoes with a moccasin look 
or style but not of genuine moccasin 
construction), other sole-attaching 
methods and shoe constructions are 
used. For example, most women’s mock 
moccasins are made by either the ce- 
ment or Littleway process, about 50-60, 
An estimated 70 per cent of men’s mock 
moccasins are made by the Goodyear 
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welt process, another 20 per cent by 
the American welt method. Many 
children’s mock moccasins are made 
either by the Goodyear welt or the 
stitchdown process. 

The moccasin is regarded by many 
authorities as just about the oldest and 
most basic form of footwear known to 
mankind. In its most original and prim- 
itive concept it was simply a single 
piece of tanned skin or hide wrapped 
under and over the foot and held onto 
the foot with a drawstring or thong. 
This was a primitive foot covering for 
protective purposes. 

The concept of the moccasin today 
is fundamentally the same, a one-piece 
construction, but with many refine- 
ments to provide all the requirements 
of good fit, flexibility, comfort and at- 
tractive styling in the moccasin tradi- 
tion. 


Moccasin Production Figures 


Nobody knows for certain just how 
many pairs of moccasins are made and 
sold annually in the U. S. No distinet 
and separate figures are kept on this 
important type of footwear which today 
has such a pronounced influence on 
American footwear styling. One diffi- 
culty is the overlapping of the many 
types sometimes classified as moccasins. 

However, in a careful study made by 
the Boor AND SHop Recorper, reliable 
estimates have been compiled on the 
production of footwear classified as 
true moccasions, as distinguished from 
simulated moccasins or moccasin 
“types.” It is perhaps the first time 
that such figures have been published. 

There are an estimated 27 million 
pairs of true moccasin construction 
shoes made and sold yearly. These con- 
sist of approximately 7,200,000 pairs 
of camp moccasins, and the remainder 
of “regular” or conventional moccasins, 

Maine is the largest producer of 
moccasins, followed by New Hampshire, 
New York, Massachusetts, Tennessee, 
Missouri, Texas, Pennsylvania, New 
Jersey, Maryland and California. 

Of the estimated 27 million pairs 
made of the true moccasin construction, 
about 20 per cent are made with hand- 
sewn vamps, the other 80 per cent with 
machine-sewn vamps. Of the machine- 
made shoes, about three-fourths have 
their soles attached with the Littleway 
process, and one-fourth by the Goodyear 
welt process, (Note: The completely 
hand-sewn moccasin ceased to be after 
about 1933, Today, the term “hand. 
sewn” usually applies only to the plug 
or vamp.) 

However, though the 27 million pairs 
of true moccasins represent only about 
four per cent of the nation’s total shoe 
output, the influence of the moccasin 
has been enormous, 

First, there is the simulated mocea- 
sin or moccasin “type.” These are shoes 
which, by all general outside appear- 
ances, look like a moccasin but are not 
made over a true moccasin construc- 
tion. That is, it is not a one-piece con- 
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struction wherein the vamp passes un- 
der and around the foot, forming both 
the bottom and sides of the shoe. Rather, 
it is made by such processes as Good- 
year welt, cement, stitchdown, Little- 
way, and others. Virtually all of these 
shoes have an insole which, technically, 
puts them out of the true moccasin 
class. Yet each year tens of millions 
of pairs of these simulated moccasins 
or moccasin “types” are made and sold. 

Of these, it’s estimated that in the 
women’s and girls’ field, about 45 per 
cent of these moccasin types are made 
by the Littleway process, and about 
45 per cent by the cement process. The 


great majority of men’s and boys’ moc- 
casin types consist of Goodyear welts, 
and a small minority of American welts. 
In the children’s field, stitchdowns com- 
prise most of the simulated moccasins, 

followed by Goodyear welts. 
Sometimes inadvertently or other- 
wise, the simulated moccasin or mocca- 
sin “type” is advertised as a “true moc- 
casin,” which of course it isn’t, In fact, 
back in 1949 a brief effort was made 
to form a guild of manufacturers pro- 
ducing true moccasins, primarily with 
the objective of preventing such “in- 
fringement advertising,” and at the 
[TURN TO PAGE 94, PLEASE] 
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“Standard” styling makes 
point-of-sale satisfaction with 
moccasin purchases almost 
universal, But long-term 
satisfaction ... the kind that 
brings repeaters at the con- 
sumer level... is only 
assured when moccasins are 
made with top quality dress 
or casual leathers, tanned for 
smart appearance, but also 
tanned for shape-holding 
strength without sacrifice of 
pet om and the casual look. 
These P&V symbols are hall- 
marks of that kind of quality. 
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same time of educating retailers and 
consumers alike to distinguish between 
the true and simulated moccasin. No 
progress, however, was made in this 
direction, 

The simulated moccasin—better 
known in the trade as the mock moc- 
casin—continues high in popularity, 
though lacking the dictinctive features 
of the true moccasin, euch as extreme 
comfort. 

But the influence of the moccasin 
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extends even beyond that. It is eati- 
mated that perhaps more than 100 mil- 
lion pairs of shoes—about 17 per cent 
of the total shoe production—are sub- 
ject to the moccasin influence in their 
styling and appearance. That is, they 
have some details of the moccasin-like 
plug or vamp and seam. It is believed 
that details of moccasin styling can be 
found in some 36 million pairs of wo- 
men’s shoes, 25 million pairs of men’s, 
10 million boys’ and youths’ shoes, 18 
million pairs of misses’ and children’s, 
and 13 million pairs of babies’ and in- 
fants’ shoes, 

Nurses’ shoes, loafer types, sporting 
boots, many casualsa—these are some 


of the types of shoes in which the moc- 
casin influence is felt strongly. There 
is thus every good reason for terming 
the moccasin the truly all-American 
shoe because of the tremendous influ- 
ence it has had on the construction and 
styling of our footwear. 





The Origin 
of the Moccasin 
[CONTINUED FROM PAGE 87] 


usually one piece, as was the leg or 
boot part. The connecting seam joined 
them, 

However, the American moccasin is 
absolutely distinct for a design of its 
own. No American moccasin is known 
consisting of only bottom and top, with- 
out a special instep piece or plug. In 
short, the moccasin with the vamp plug 
ia strictly an American innovation. 
Nowhere else in moccasin history has 
the vamp plug been found except with 
the American Indian. 

Another interesting fact comes to 
the fore. The moccasin was the first 
article of footwear ever exported com- 
mercially from America to Europe. 
Shortly after the Pilgrims landed here 
they adopted the Indian’s moccasin. 
They found it ideal in its simplicity, 
its comfort, its versatility and practi- 
cability. 

Some of the early ships returning to 
England from America carried a few 
pairs of Indian moccasins just as “cu- 
riosity items” from the New World. 
They immediately attracted attention, 
and increasing requests came for 
more of them, Several Pilgrim shoe- 
makers, alert to an opportunity, began 
makine these moccasins on a “com. 
mercial” basis for export to England, 
and the first New World footwear ex- 
port business began, 

For more than a century thereafter 
the American Indian moceasin = re- 
mained pretty much localized in New 
England, and pretty much limited in 
nse. The more conventional types of 
footwear, styled chiefly from British 
influences, predominated. The Indian 
moccasin was still regarded as a more 
“specialized” type of footwear, though 
continuously popular within its own 
limited sphere. 

The beginnings of moccasin produc- 
tion as an industry seem to have 
«tarted in Maine in the late 17th cen- 
tury. Logging crews felling trees for 
Maine’s budding shipbuilding industry 
found the moccasin ideal for them, In 
the beginning, Indian squawsa made 
these shoes, but years later a few small 
shops making these moccasins began to 
appear in the Bangor area. Two types 
were made: low-cut or Indian types 
for summer, and the boot moceasin or 
pac for use with snowshoes during the 
winter. Nevertheless, around the 1840. 
60 neriod, Indian savnawe were still the 
chief source of supply for these mocca- 
sins for the lumber trade. 
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Around the time of the Civil War. 
commercial moccasin making began on 
a larger scale with the O. B. Darling 
Company of Bangor. The company 
employed five or 10 hand-sewers. It 
was this firm which first used the 
double-needle lockstitch in sewing the 
vamps. Up to this time the sewing 
had been done with a single needle. 
This firm is also regarded as the in- 
novator of the beveled seam. 

Shortly thereafter the J. L. Coombs 
Co., also of Bangor, launched into moc- 
casin making on a larger scale, with 40 
to 50 hand-sewers. Much of the work 
for these small factories was done by 
families in the area, particularly near 
Oldtown, The families would pick up 
the leather in Bangor and deliver the 
finished moccasins to the same city in 
a hay rick. 

Between 1877 and 1880, other firms 
were producing moccasins commer- 
cially, among the larger operations 
being those of Suwyer and E, A. Buck. 
Sawyer personally trained many hand- 
sewers, and Buck was among the first 
to make and sell beaded moccasins as 
house-slippers. 

In 1906, G. H. Bass, which in 1876 
had started making hand-pegged boots 
at Wilton, Me., produced their first 
moccasins, In this field this company 
acquired several “firsts.” They made 
the first high woodsman’s boot on a 
moccasin construction in 1909. A year 
later they introduced an arch cut-out 
which gave the inner side of the shoe 
a more contoured fit to the foot’s arch. 
This was introduced on a camp mocca- 
sin and was later applied to a two-eye- 
let tie blucher moccasin, the latter also 
being a first. Today it is a basic pat- 
tern in men’s casual and semi-dress 
footwear. In 1917, Basa also made the 
first moccasin aki boots, and launched 
infanta’ booties in moccasin conatrue- 
tion. 

However, it wasn’t until the 1980's 
that moceasinas took on large-scale pro- 
portions on a national basis as a full. 
fledged induatry. Until 1981, the camp 
moccasin had enjoyed a small but 
ateady growth, Primarily it was clas. 
sified or used as a semi-house slipper. 
But in 1984, Medwed Footwear, a 
Maine shoe manufacturing firm, came 
out with the firat low-priced ($3 re 
tail) camp moccasin, This gave tre- 
mendous impetua to the moccasin by 
putting thia footwear into the volume 
field. There was a spurt in growth, 
reaching a new plateau over the next 
few years, but which has since re- 
mained fairly stabilized. 

But in 1986 came a new version of 
the moceasin—a Norwegian-type cas- 
ual made on a moceasin construction. 
A year earlier this unique shoe was 
seen during the Riviera season, and 
several pairs were brought back to 
America by shoemen and travelers, 

The popularity growth of this new 
version of the moccasin was slow but 
steady, but in the late 30’s and early 
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40’s reached substantial proportions. It 
was about that time that Sandler of 
Boston launched a women’s and girls’ 
version of the shoe, with great success. 

Today there are an estimated 120 
different styles of camp moccasins 
being made and sold. There are as 
many as 15 or 20 different types of 
constructions being used in making 
these shoes that stimulate the mocca- 
sin in appearance, but which do not 
possess the unique features of the 
genuine moccasin construction. In ad- 
dition, thousands of additional patterns 
in men’s, women’s and children’s shoes 
have been influenced by the moccasin 
concept, 
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Only SEBAGO-MOCS offer you the extreme flexibility of the original 
Indian Moc, plus the scientific support of a modern welt shoe 
PRICES! Chief among many points of superior craftsmanship, Patented 
Welt Construction means they're lighter, tougher, more flexible! 
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fillers, hand-turned collars, heel-hugging fit. 


At once delivery ! 


THE FASTEST-GROWING 
LINE OF MOCCASINS IN THE COUNTRY TODAY! 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 


New York Office: 534 Marbridge Building 
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The moccasin has also been ex- 
panded in price range. E. E. Taylor 
Corp., Freeport, Me., is generally cred- 
ited with raising the prestige and 
range of moccasins for men through 
special promotions that have brought 
the moccasin into the men’s semi-dress 
field with prices up to $20 retail. 

The future of the moccasin? History 
shows the moccasin to be undoubtedly 
the oldest shoe known to mankind. The 
fact that it has remained with us these 
thousands of years, and is today more 
popular than ever, is a remarkable 
tribute to its universal acceptance. 
And for this reason its future seems 
assured of continued expansion. 
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The introduction of the Norwegian 
native slip-on marks a new milestone 
in American shoe styling. Working 
over a walled last, a cradle of leather 
is sewn in the traditional hand fashion 
to a plug or apron. To it is added a 
decorative saddle strap at the throat 
line. The results of that innovation 
are still developing although the Nor- 
wegian itself has now become a basic 
style for the whole family. 

The original foreign model from 
Norway was seen in Nassau during the 
winter season of 1936 and was re- 
ported in a leading men’s fashion mag- 
azine. The magazine publisher brought 
it to the attention of the G. H. Bass 
Company of Wilton, Me., who then 
made and marketed what is considered 
to be the first American-made slip-on 
casual of this type. It was made with- 
out shank or counter, had a hand- 
pegged heel, and a McKay-Stitched 
sole. The first newspaper ad wee run 
about the same time by Rogers Peet 
Company in the New York Times un- 
der the Bass Company's registered 
trade-mark which it still uses, Weejun. 

The A. E. Nettleton Company of 
Syracuse, N. Y., introduced ita Loafer 
version in 1937 and the following year 
registered the trade-mark, Loafer, 
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which the company still retains. 

The Algonquin, another registered 
trade-mark of the Nettleton Company, 
was a five eyelet oxford which that 
company introduced to the high grade 
shoe market in 1932. The distinctive 
feature of this shoe is a flat seam on 
the plug produced by a special method 
of handsewing, using prepared thread 
spliced on a hog bristle. This shoe is 
now also available in a three-eyelet 
continental version. 

The walled last and the moccasin 
front have visibly influenced men’s 
town shoes as a glance at current shoe 
styles will indicate. The newest style 
is really a merger of the moccasin and 
the European peasant shoe known as 
the Bavarian or Tyrolean, Essentially, 
this is a moccasin front with a squarer 
tip and a split toe of soft construction; 
it also frequently exhibits a two or 
three-eyelet v-throat cut into the plue. 
To this has been added the Italian 
style low-cut quarter. 


The Italian styled moccasin first ap- 
peared on the American scene in the 
fall of 1954, One of the first in the 
field and one which received intensive 
promotion was Winthrop Shoe Com- 
pany’s Signor, a long, low-down and 
racy slip-on, using a front and back 
stay. A year later, in the fall of 1955, 
Winthrop introduced the Lira, which 
was the same low-cut-quarter pattern 
with the addition of a one-eyelet 


COOL Summer Proposition 
Bricconés Italian Style Casuals 


famous sales making Mold-Cre 


NAPOLI Sizes «WIDTHS E 
INSTOCK | 41167 Hot Ginger Corkette 5-10 AAA B*, 
for #1177 Maple Mocco Glove Leather 5-10 AA 
#1180 Brown Shrunken Calf 44-10 A 
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#1183 Black Shrunken Calf 
Delivery #1187 Vicune Corkette out at their low price ticket. 
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ready for your biggest casual selling season when 
American men go out-of-doors this Summer. Your cus- 
tomers will be looking for Briccones gay, carefree casuals 
with wonderful fitting qualities. They come in rich smooth 


woven effects and feature Lion's 
sole. Watch them walk 
ere are other Lion sandala 


for men, women, and Sonenacan all profitable retailers. 
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closing. 

The trend indicates continued use of 
these features and it is safe to predict 
that with the black oxford, blue serge 
suit formula in men’s clothing shat- 
tered, still more modifications will be 
introduced. 

The strongest inclination to combine 
basic moccasin features with other 
shoe style touches has been in women’s 
shoes. One of the earliest and probably 
atill the most popular moccasin type is 
the step-in platform half wedge with a 
moccasin front. The one strap moc- 
front model, which enjoyed great popu- 
larity in the late thirties, is once more 
being offered to the women’s market in 
these classic comfort types on half 
wedge and wafer platforms. 

In many retail stores this platform 
half wedge moccasin front has become 
the basic volume comfort shoe, and as 
a result, makers of arch types and 
classic comfort oxfords all include ver- 
sions in their lines, 

While the moccasin front as a style 
is not as popular as it was five years 
ago—with the plain toe pump and bal- 
lerina slipper first favorites—a very 
strong comeback is now seen for 1957 
as a result of the increasing influence 
of Tyrolean, Scottish Highland and 
Scandinavian fashions. Moccasin front 
detaila on pumps, slip-ons, straps, 
akimmers and low shell «tep-ins are 

[TURN TO PAGE 104, PLEASE) 
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The Most 

For the Money 
.. « PIS 
Advertising 


so 
Coupled with Quality and Value, Condon’s of Charleston, 
S. C., has spent More on Advertising and Promotion than 


Any Comparable Business in the Area, 





by ELIZABETH LONG, advertising manager of 
Condon’s, who was recently awarded the title of Charles 
ton’s “Woman of the Year” for outstanding civic work. 


Style shows are held right in the store, This 
model wears Western gear with boots, Com- 
mentator is Elizabeth Long, writer of this article. 





Jas. F, CONDON & SONS, leading department store of 
historic Charleston, S. C., is the top retailer of shoes “for 
the entire family” in the Coastal Carolina trading terri- 
tory. 

This store’s shoe division has another unusual distinc- 
tion. It does approximately 19 per cent of the firm’s gross 
business. This is figured as about twice the amount, com- 
paratively speaking, usually done in shoe departments 
within a department store. 

How the Condon shoe business has grown to these pro- 
portions is a story of consistent and thorough selling and 
promotion. In line with the store, as a whole, the shoe 
department has an established policy of honest, faithful 
advertising, 

Broadly speaking, Condon’s appeal is directed to the 
middle and upper classes, They believe their customers 
are more interested in getting a FAIR VALUE than a 
BARGAIN. They give their customers credit for wanting 

[TURN TO PAGE 104, PLEASE | 













By coincidence, two sets of twins were in Condon’s Children’s 

Shoe Department purchasing shoes at the same time. The store 

photographer snapped them just after they had been served, 

This photo was used in a newspaper ad, which Condon’s en 
titled “Are You Seeing Double?” 


Condon’s Teen Board includes representatives from each of 
the high schools of Charleston County. Here they are shown 
at a typical session at which they were studying new fall shoe 
styles by Sandler of Boston, 












Above. (8 cols.) Perhaps Hudson's in Detroit are doing the 
most consistent advertising joo of any big store in the United 
States today. This ad, even though it’s for a sale, feels the 
public should be talked to and counselled fully. Here is 
good headline material — even though price is emphasized. 
(Most stores feel if they scream “sale,” nothing else of im- 
portance need be said.) Here is warmth, enthusiasm, complete 
story. The ad whets desire, informs the customer, carries 
conviction, invites action, Ail good selling is serving. Hud- 
son's in small space or large, tries to serve the public. They 
probably get more value from every advertising dollar than 
any other great store, because they render more service to 
customers in their advertising than any other I know of. 
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Left. (2 cols.) Here is a tiny 
ad and it carried by far the 
best “professional” selling of 
all the women's ads shown, ex- 
cept Hudson's, | show these 
two good ads, a very small one 
and a large one-—to indicate it 
can be done all the way up or 
down the line. The headline 
speaks to the reader directly, 
in a friendly way, The copy 
immediately enlarges on the 
headline. (If a woman starts 
to read copy it must be be- 
cause the headline interested 
her, Why change the sub- 
ject?!) There is ample pres- 
entation of benefits and de- 
scriptive matter. You can even 
pleture the colors and know 
what they're like. The brand 
name is there for identification, 
not screamed as the basis for 
collecting co-op money. Price 
is given, and the ad issues an 
invitation to action. No at- 
tempt is made to impress peo- 
ple by the amount of space 
used, Let them respond to 
good copy, and see for them- 
selves that size of ad is no 
proof of magnitude of business 
or dimensions of service. 






Capitalize on 


One evening in a lovely Canadian city I saw three shoe 
ads on two pages of a newspaper. They were all for 
women’s shoes of about the same character and price. 

The ads were simple—just a word or two in each for 
a headline—unexciting, not vital to readers. Each showed 
one illustration, undistinguished. Each carried a few 
unenthusiastic, uninformative words for copy, also a price, 
and a store signature, 

I could have cut the three signatures off of the ads, 
shuffled them around anyway among the three—and any 
ad would have as well served any signature, and vice 
versa, 

What a strange and awful thing! 

One of these three stores—I learned next day—is a fine 
store from old England with definite British characteristics 
and flavor. One of the three is an old and distinguished 
local store, with an excellent reputation for integrity and 
quality. The third store was—well, just another store. 

It is wasteful for any good shoe store that has its own 
character and its own peculiar virtues, to do advertising 
so undistinguished and inappropriate that any other shoe 
store could sign and use the identical ad. 

Suppose these three stores were privileged, each, to have 
representatives speak a few words about their shoes to 
an assembled group of women in the community. Can 
you imagine each of the three instructing its representa- 
tive identically with the others, saying: “Now—say a few 
uninteresting, unenthusiastic words. Don’t for heaven's 


Below, (3 cols.) This ad claims the shoe is amaz- 
ing at its modest price. But the price is a secret. 
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Your Advertising Investment... 


One of the Greatest Opportunities for Profit Improvement 


in the Shoe Business Today Is in Advertising Improvement. a shbealiied 


sake say anything particularly appropriate about this 
store. Don’t say anything that the representatives of the 
other stores can’t say, Let’s see that you sink to a low 
level of uninformative innocuous but brief verbiage. We 
don’t want to stand out. We don’t want to sell anything.” 

Yet, directly, indirectly, or tacitly, that seems to have 
been the theory on which these ads were created, 

Stores get much too little for their advertising dollars 
today. One reason is because most stores have not thought 
seriously about advertising in many years. 

When a store buys white space, it is not buying adver- 
tising. It is buying only the opportunity to advertise, if it 

[TURN TO PAGK 121, PLEASE] 


Below. (4 cols.) One of the common weaknesses of advertis- 
ing done for some other reason than to do all possible 
selling (consistent in taste and character with the adver- 
tising store, of course) is illustrated here. An idea is 
apparently so important a stere decides to use big space 
to talk about it to the “public.” So they surround it with 
white space—and use special hand lettering—in script. 
Then—deciding maybe the public is not interested in that 
idea and it isn’t a very good one after all, they drop it fast 
and flatly, Why bring it up if it isn’t worth talking about? 
Search this fat-spaced but fur-bearing ad with its wonder- 
ful opportunity to talk interestingly to women, and you'll 
find nothing about the significance of the headline, what 
it means, or is all about. 
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Right. (2 cols.) Here is an ad ob- 
viously designed for men. But this 
store, assuming that women in a 
great city are so idle they read not 
only all women’s ads but all men's 
ads, have a word to say to women 
at the very tag end of the body 
copy. They say: “(Surprise him 
with a pair for Easter gals! If he 
buys his shoes at Blank’s, we have a 
record of his size).” A great many 
ads are put together by creative 
somnambuljsts. They write ads in 
a dream world—never fitting them 
to life and living. However, busi- 
ness is good, And a good store can 
afford to have loose-end advertising, 
born in hermetically sealed minds 
that are unconcerned with an aca- 
demic and studious approach to this 
vital FORCE which good advertis- 
ing invariably is, Need I say it is 
hard to get lots of women to read 
advertising for women's shoes . . 
let alone men’s? 





EASTER 
LYE OPENER 


Whe Apring rmartnens, he carp qeing 


tomtert, of the new 













by CLYDE BEDELL 


(Mr, Bedell is a consultant in advertising and advertising training.) 


Right, (2 cols.) Despite the fact that 
many factory mats are not good 
here is one that is, But a headline 
should always say the fastest pos- 
sible way the very best or most in- 
teresting, provocative, exciting thing 
about the offering, Surely “Dr. 
Scholl’s COPEG Shoes” is not it. 
The smaller headline below is bet 
ter. Nevertheless, this small ad has 
far more sell in it than any other 
ad shown here but the Hudson's 
and Steven's ads, If 1 were doing 
it, | would put this ad’s display in 
sequence the opposite of that here, 
The third headline first, and larg 
est, Then the COPEG line a little 
smaller, then the explanation of 
COPEG. The copy should then im: 
mediately pick up the first headline 
theme, Nevertheless compared with 
the general run of wishyewashy 
weak shoe advertising this is an ex- 
cellent ad, 
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; | find SHAG ahead in every 


fashion parade! Interpreted in styles 






like this exciting creation, SHAG 






makes a designer go wild with 







imagination . . . they love its textured 


richness, versatile working qualities 







and sparkling colors! Inspire your 


stylist... spark your sales! 






as new as tomorrow Use SHAG! 





This design ovailable 
to shoe manufacturers 
Send for FREE sketch Send for swatches .. . TODAY! Available 










in standard and pastel colors. 


THE BREZNER DIVISION OF ALLIED KID COMPANY 
145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 
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Representatives in All the World's Leading Leather Markets 
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Trade Trends 





Shoe business may be in for a few surprises over 
the remainder of the year. The first half of 1956 
brought a record output of 302 million pairs, 2.4 
per cent above the same period of 1955. While a 
letdown is expected in the last half, industry offi- 
cials see this as amounting to no more than two 
per cent. Expected total output will likely reach 
565 million pairs, second best year on record. 


However, slow-business period may be short-lived. 
June shoe business at retail was excellent, above 
expectations. A good July-August selling period 
could create healthy inventory needs, send retailers 
back to market in a wholesome way. Several im- 
portant things to keep in mind: neither over-pro- 
duction nor inventories have been excessive; and 
incomes and employment continue excellent. This 
certainly doesn’t spell any prolonged lull in shoe 
business at either the manufacturing or retail 
levels. 


Talk about “big business” assuming more dom- 
inating role in shoe business can be largely dis- 
regarded. Take shoe manufacturing. Of the 1288 
shoe manufacturing plants, 178 have nine or fewer 
employes, 270 plants have 19 or fewer. More than 
half of all plants have fewer than 100 employes. 
But many of these small firms are very successful 
because they’re specialists in a given type or cate- 
gory of footwear. Size and success aren't neces- 
sarily synonymous terms. 


Similar situation exists in retail shoe stores. A 
large percentage of the nation’s 20,000 shoe stores 
have fewer than three employes. Many ‘are one- 
man and two-man stores. The small enterprise is 
the very backbone of shoe business, 


Trend of small enterprises is growing rather than 
diminishing . .. rather than being swallowed up by 
the bigs. Note trend in business as a whole, In 
1900 there were 21 business enterprises for every 
thousand U. §. population. In 1950 there were 26.4 
businesses per thousand, and today over 27. Nearly 
one-fourth of all companies have fewer than five 
employes, and nearly 75 per cent employ fewer 
than 20 persons, Of all U. S, business enterprises, 
75 per cent have fewer than four workers, and only 
two per cent employ over 50. 


A recent and revealing study shows that the single 
most influential factor in shoe buying is the state 
of consumer incomes. This is pointed out in a new 
book, “Consumption and Business Fluctuations,” a 
case study of shoe business, authored by Dr. Ruth 
P, Mack and published by the National Bureau of 
Economic Research. Studies by other sources (Bu- 
reau of Labor Statistics, Wharton School of Fi- 
nance, University of Michigan, etc.), all dealing 
with buying as related to shoes, arrive at similar 
conclusions; consumer income is the key factor. 


When consumers are earning good incomes, and the 
employment and earnings outlook continues good, 
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shoe buying will remain firm and healthy. How- 
ever, the same applies to most other products. Thus 
the conclusion: under these circumstances shoe 
buying potential is good ... but competition for a 
share of the consumer spending dollar intensifies. 


What’s the current outlook? Consumer spending 
for 1956 is expected to reach $260 billions, a new 
record. Hence shoe-buying potential is very good. 
However, as noted by the U. of Michigan Survey 
Research Center semi-annual study on consumer 
spending outlook, consumer confidence has slipped 
a bit... but not enough to be considered serious. 
The buying power is there, but it'll take more mag- 
netic pull to bring it into the stores. For example, 
installment debt has slowed down. This indicates 
that consumers are putting more of their incomes 
into debt payments rather than in new goods. 


The current U. of Michigan study shows that 
consumers feel their incomes have stabilized some- 
what, with little expectation of rise in the imme- 
diate future. What’s the significance to shoes? 
Other studies show that shoe-buying tends to in- 
crease when consumers feel their incomes will rise. 
Presently, there’s full confidence in the economy. 
Economists say that consumers are taking a mo- 
mentary breather .. . that there’s a mild shift in 
where the spending is going. But outlook for soft 
goods is good. 


Family incomes have reached a record $5,500, up al- 
most $1000 or 24 per cent from 1950, Cost of living 
has risen, but by no means as much... meaning a 
net gain in available purchasing power. But some 
of the questions shoe business would like to know 
the answers to are: Do people buy higher priced 
shoes when they reach higher incomes? Do they 
buy more pairs? Do they buy the same number of 
pairs, but better quality? 


We have “giants” in the shoe industry ... but 
how do they rate in the national economy. A study 
just made of the 500 largest industrial organiza- 
tions in the country shows only four shoe manufac- 
turing firms rated in that group: International 
($262 millions in sales), General Shoe ($168 mil- 
lions), Brown Shoe ($159 millions), and Endicott 
Johnson ($148 millions). On the list of 500, Inter- 
national rated 188rd in total sales, General rated 
200th, Brown 216th, and Endicott Johnson 245th, 


International, Brown and E-J each slipped a few 
positions in the ratings for 1955, as compared with 
1954. General climbed a few places, chiefly through 
acquisitions. However, it takes a lot more em- 
ployees to chalk up sales in shoe manufacturing 
than it does in other industries. For example, while 
International rated 188rd in sales, it rated 48th in 
size as to number of employees (36,500), General 
Shoe rated 200th in sales, but 110th in employes 
(17,000); Brown Shoe rated 216th in sales but 
122nd in employes (16,000); and Endicott John- 
son rated 245th in sales but 99th in employes (19,- 
700). 
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Those who reach the top in business are usually those who, even while mastering 
their own responsibilities, are intensely curious about the other fellow’s. Take the 
case of Robert Wood, which may very well be his right name. Every month, he’d 
sit down with a panel of his industry’s experts and absorb every word. Then he’d 
look up his industry’s ace reporters to get all the current news. Finally, he’d 
study competition to see what it was making and selling, and how. Robert Wood 
could well afford all this, for his primary investment was his time. The business 
papers of his industry did the rest. They were his panel of experts, his ace 


reporters. Their advertising pages showed what competition was up to, and how, 
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Notes on Important Developments in the Fields of Footwear, Fashions, Colors, Materials 








An Americana theme is developing in fashion for Resort 
& Spring '56 . . . witness the car coat in new versions, 
jeans done in gray flannel and multiple versions of that 
classic, the shirtwaist dress. In footwear the Americana 
theme spotlights the moccasin . . . first loved by the 
Indians, beloved ever since by the White Man. 

While the moccasin basically remains a flat, the year 
1957 will find it evolving as a mid-heel or high-heel fash- 
ion. Suggesting it for at-home or occasional country out- 
doors, one designer interprets the moccasin with a single 
piece of soft suede, poises it on a high heel and makes 
the entire sole of suede, Herbert Levine's version of the 
moccasin spectator, on an 18/8 heel, is of soft reversed 
leather with a soft toe and a handsewn vamp treatment. 

Light-footed descendants of the moccasin (flat-heeled) 
are piped and tasseled . .. others are tilted on slim wedges 
and classically stitched, Typical of the new treatment of 
moccasins are the styles illustrated on this page—-from 
Allied Kid Company's collection of Resort and Spring 
pull-overs. U-shaped and inverted V-throatlines are re- 
freshing silhouette-wise; arrow-shaped overlays and vamp 
punchings are new decors. 

Allied Kid Company's shag and brushie finishes are 
particularly adaptable to moccasin styles, and for the new 
season are featured in a series of Americana colors reflect- 
ing the Arizona desert . . . Mica, a long-tested gray; Cot- 
tonwood, a bleached beige that’s a real neutral; Pinte 
Blue, a bright blue; Navaho Red, borrowed from the 
Navaho-reservation tanned leathers, as is Apache Green; 
Kachina, a greener version of turquoise; Sunrise, a creamy 


The Sling’s The Thing—And So’s The Moccasin 
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From Allied Kid rasage llover collection in 
cone ante leathers, T Seiten by Nancy Van- 
denbrook (left) combines Southwind (a darkened 
neutral suede combining beige and gray) with black 
patent. Right, a sling by Barbara Spranza in Tussah 
suede of a Kahlua (coffee) tone with heel and 
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yellow; and Sundown, the counterpart of Desert Melon. 


eco 
Rep, white and blue . . . the All-American color trio pro- 
vides a great proportion of the news from Ohio Leather 
Company's Resort-Spring collection. In the order already 
stated, the red is a rose red, in the spirit of 1912... a 
dressy color particularly adaptable as an accessory to 
black chiffon (returning to fashion). The white . . . both 
bright and dull finishes, And blue, pinpointed . . . Indigo, 
a fresh, bright blue which looks appealing in combination 
with white. 

Reviewing Ohio Leather’s collection for °57, Naomi 
Sloan foresees volume use of French Bread and Flax, 
successes of ‘56, Buff, a brass tone, also is continued for 
promotion, but the top news concerns Ash Blonde, a 
grayed blonde tone, The latter, which reflects the firm's 
belief in a “grayed” spring, is, at its best, trimmed in 
black patent, Fumed Oak or white. For true gray foot- 
wear, Ohio again shows Gray Sky, in smooth and shrunken 
grain vicuna, as well as an unlined suede of deeper gray, 
advocated for walking-type sandals. 

For the first time Ohio also is offering a series of tropi- 
cal colors for resort footwear, all in a non-aniline shrunken 
grain tannage called “Tyrol.” For tone-on-tone combina- 
tions or in two colors to be combined with white, the 
“Tyrol” collection spotlights: Gulf Stream, a blue green; 
Sea Mist, a light blued green; Hibiscus, red; Camelia, a 
peachy pink; Wild Pink; Banana yellow; Mango orange; 
and Cassava, a bright green, 

[TURN TO PAGE 122, PLEASE] 






straps of Kahlua kid. Also shown, new versions of 
the moccasin. Left, Hank Davidson design of Allied 
Kid's Pinto Blue shag with Paprika kidskin trim, 
At right, Kachina turquoise shag with inverted V 
throatline, punched vamp and lacing of Sesame 
(yellow-orange) kidskin, 











Style... comfort .. . durability . . . cop the list of appealing 
Glov-Ett features. That’s why Dodson selects BORG 100% Dynel 
pile fabric to grace the trim of this smart new boot 
creation, An excellent selection of fabric hues accents the 
SNO BOOT colors and school color combinations. 
Luxurious ... warm... lightweight . . . Borg fabrics 
are fashion-tailored for your finest numbers, too. 


fabrics of thy fytune On Youn Uodlauy 


BORG FABRICS DIVISION 
The George W. Borg Corporetion © Deloven, Wisconsin 
in Conadea ... Borg Fabrics Limited © — Eimira, Ontorle 











The Moccasin in 
Casuals and Dress Types 
[CONTINUED FROM PAGE 96] 





coming back. Important too are the 
new open back versions of the mocca- 
sin. Projected styles feature ghillie- 
style lacing and the low-cut modified 
kiltie tongue slip-on, 

Especially effective in promoting 
moccasin details in the women’s styles 
mentioned, was the Sandler Moc Com- 
pany of Bangor, Me., which was one of 
the first in the field to push moccasin 
styles actively. Over the years this 
company has built itself into one of 
the leading manufacturers of mocca- 
sins. 

One of the latest developments in 
women’s shoes is a pattern derived 
from a native Italian shoe. It was in- 
troduced in 1945 by the Julianellis as 
a moulded sole leather sandal which 
curved up to cradle the foot, crossed 
over the instep and around the ankle. 

Another moccasin model has been 
shown frequently as an Italian sports 
shoe. When it was imported in 1954 
and 1955 it was made as a true moc- 
casin in two colors of crushed kid 
joined together with a whip stitch or 
heavy hand stitch. The leather upper 
is extended under the foot and no out- 
sole is used. American versions attach 
a narrow leather bottom to the crushed 
kid moccasin cradle, This is one of the 
base patterns for the new moulded 
sole moccasins for men, women and 
children. The leather uppers are at- 
tached by a patented fusion process to 
the sole and mudguard. The soling ma- 
terial serves as bottom and innersole. 

Even in boys’ and girls’ shoes where 
style changes are less radical, the im- 
portance of the moccasin is readily 
apparent. From the ten-year-old up 
through the college age, the moccasin 
front is basic, with the Norwegian dom- 
inating the field. 


The Most 
for the Money 
[CONTINUED FROM PAGE 97] 


the best in fashion, material and work- 
manship. Therefore, their theory of 
selling and promoting is to offer the 
most for the money, whatever the price. 
Their efforts are aimed at advertising 
and stocking values that provide more 
customer benefits than those being of- 
fered by competitors. 

There’s so much merchandising know- 
how preached these days that there 
is nothing impressive or startling about 
the theory of the RIGHT item—at the 
RIGHT price—at the RIGHT time. 
However, if you pin-pointed just one 
thing that has been the leading factor 


in the Condon shoe success, this would 


be it. They follow this timeless prin- 
ciple with zealous devotion. 
[TURN TO PAGE 112, PLEASE] 
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PICK-UP IN RETAIL 
VOLUME IN NEW YORK 


RETAIL shoe business in New York 
picked up considerably and it looks 
as though it will continue on that 
basis. The weather has been good and 
trafic in shops has been satisfactory. 

Although mid-year clearance sales 
will probably continue in a majority 
of the stores for the balance of this 
month, many of the merchants hope 
they can hold off clearances of whites. 
They have been doing well with white 
shoes as regular merchandise and feel 
that perhaps this year they do not need 
to follow the pattern of the past— 
e.g., sale-ing whites right after July 4. 

Whites, light colors and pastels 
have been selling well and, along 
with them, clear or novelty vinyls. 
Sandal patterns, backless types and 
open, strip pumps have been the pop- 
ular sellers. 

Some high fashion stores are al- 
ready beginning to show and put an 
emphasis on those shoes that straddle 
hours of the day, occasions and even 
the seasons. Here are a few of the 
highlights: “The bare blacks .. . 
velvety suedes, suedes iced with clear 
vinyl, vinyls traced with black braid 
-—~poised notes of elegance, pared to 
the very minimum for the most fash- 
ion.” Another indicates: “The Shape 
—our own, our new summer silhou- 
ette. Strapped with two flexible brace- 
lets, bare back, slender toe, skinny 
heels—and so beautiful on the foot— 
equally perfect with a lean linen 
sheath by day or a whoosh of chiffon 
at night, in the velvety bloom of black 
suede.” “Our black cobra sandal— 
fated to sparkle through summer and 
fall. So much paper thin elegance 
and stem heeled grace for a cool lit- 
tle.” 

Along with these high fashion wo- 
men’s shoes for day and evening, there 
have been smart promotions of cas- 
uals and walking shoes, with the em- 
phasis on softness, flexibility and chic 
comfort. ... “Fashion-conscious moc- 
casins, hand sewn, hand lasted .. . 
the original softie of them all—wrap- 
ping your foot in one unbroken piece 
of glove leather. .. . Hand sewn by 
native craftamen . . . sewing that 
creates a greater flexibility and con- 
tributes to the smoothness of fit.” An- 
other promotion highlights: “The 
arch of this shoe is as flexible as your 
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own ... no stiffness, just inspired de- 
sign . . . and though it feels like a 
slipper on your foot, it supports you 
like a fond parent, no matter how far 
you walk,” 

In evaluating the first six months 
of 1956, shoe retailers generally re- 
port that business compares favorably 
with the same period Jast year and in 
most cases will exceed it by four or 
more per cent, 

ae ae 
BOSTON MARKDOWNS 
INCLUDE SUMMER SHOES 


THE last week in June found Boston 
shoe stores and shoe departments con- 
ducting markdown sales of styles left 
over from a rather unsatisfactory 
spring season. Some stores included 
summer shoes in their clearances and 
a few also included whites which, in 
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Pappagallo's pump in cotton print or 
straw is merchandised by Bergdorf 
Goodman to exhibit tapered heel. 





years past, have usually been with- 
held from these June merchandising 
events, Another departure from long- 
established practice was the length 
of these clearances, several stores re- 
porting that they planned to continue 
them well into July and, perhaps, un- 
til the end of that month. 

The clearance conducted by the 
Thayer McNeil store at 47 Temple 
Place included all types of shoes car- 
ried. Whites and some of the lighter 
colors sold ahead of the darker shoes, 
as had been expected, and it was pre- 
dicted that by the end of the summer 
season, gains over the previous sum- 
mer would be found to have been as 
much as 15 to 20 per cent. 

The nearby Sterling Shoe Store, at 
51 Temple Place, found an excellent 
demand for marked down whites and 
pastels and a decrease in the sale of 
darker colors in all patterns. While 
new re-orders were placed in antici- 
pation of this clearance, it was stated 
that some orders already had been 
placed for fall shoes. If customary 
practice continues, these will be 
shown about mid-August. 

Whites were not included in the 
sale held at the Franklin Simon store 
in Chestnut Hill in suburban Newton 
close to the Boston line. Shoes 
marked down were mostly dark shoes 
and casual types it was said, and it 
was estimated that total sales of 
spring and summer shoes would show 
a gain over the same period last 
year. 

Some whites, although not all types, 
were included in the markdown sec- 
tion at the R. H. Stearns store, 140 
Tremont Street. Casuals also were 
withheld. This was essentially a clear- 
ance of spring shoes with summer 
types selling well, at the same time 
and at regular prices. 

Practically all spring styles, and 
including summer whites, were placed 
on sale during the last week in June 
at the R. H. White department store, 
518 Washington Street. Reduced 
prices were the rule even for casuals 
and it was commented that, because 
of the stock on hand, more nearly 
complete than in other years, a far 
higher percentage of customers could 
be fitted. Although included in the 
sale, dark colors were not moving 
well, This store planned, at the be- 
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ginning of the sale, to continue it 
through July if necessary. June fig- 
ules, it was said, were ahead of last 
year. 
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CHICAGO REPORTS 
HEAVY RETAIL TRADE 


THE Chicago retail shoe trade re 
ceived its much needed stimulus for 
summer business with the arrival and 
persistence of hot weather in June. In 
fact, much of the month was so un- 
seasonably hot, that the weather al- 
most acted as a deterrent. Some days 
were so hot that shoppers stayed 
home. However, in the over-all pic- 
ture, sales ran well ahead, as much 
as 20 per cent in many stores. The 
increase will help to make up for the 
extremely poor April and slow-start- 
ing May. 

The weather reacted most directly 
in the sale of white shoes, which in 
recent weeks have topped all others. 
There were shortages of some whites 
in some stores. Heaviest demand was 
for the opened up patterns. Demand 
was not up to expectations for linen 
and shantung pumps, with the excep- 
tion of dip slings. Spectators also 
have been off somewhat. 

Meshes were also down in sales in 
the walking and matron type shoes. 
The reaction in whites followed the 
pattern set earlier for blacks and 
blues. Several factors are cited as 
influencing this trend. These types 
were more expensive than last year. 
They had sold heavily for the past 
several years, and wear well, thus 
probably didn’t need replacement. 
Many women showed a preference for 
something in leather in the current 
price range. 

Straws continued to sell through 
the season and many are expected to 
carry over without being reduced. 
Pink did well, but not like last year. 
Yellow did not hold up as well as 
early sales indicated nor did blue. 
Whites and beiges accounted for most 
of the volume. 

In the men’s departments and 
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stores, nylon meshes have done nicely, 
as have all of the new soft casual 
types. The radical new styles, even 
those with open toes and other open 
treatment, proved a definite stimulus 
to business. This was particularly 
true in some of the most conservative 
of shops. Casuals that can be worn 
with Bermuda shorts, slacks, and for 
general leisure wear were highlights 


in sales volume. 
* * * 


SAN FRANCISCO RETAIL 
AHEAD OF LAST YEAR 


SHOE sales figures for June are 
slightly ahead of last year, and al- 
though the increase is not large most 
merchants label it as very satisfactory. 

The feeling seems to be that in 
view of the increasing suburban store 
competition, any increase at all is a 
very good sign. With so many new 
stores being opened in nearby sub- 
urban shopping areas by large de- 
partment stores such as Macy’s, the 
Emporium, and a number of down- 
town shoe stores, much of the busi- 
ness that formerly came to the 
downtown section is now being taken 
care of in these new suburban shop- 
ping centers. Consequently it takes 
stronger advertising and promotional 
efforts to draw in customers from the 
outlying areas. 

Many of the downtown stores do, 
however, have the advantage of larger 
stocks of merchandise from which the 
customer can make his selections. 
Also many of the select, higher priced 
items are carried only in the down- 
town stores. An example of these 
novelty and higher priced numbers is 
Frank More’s showing of brown 
baby-alligator sling pumps at $59.95; 
also a licorice stripe, black and white 
patent model at $29.95, and a black 
calf and antique gold calf, or black 








garden... lipped-thin strips vine-twisted a'top 
a thin stalk ofahecl, 18%l)” 


suede and gold linen line at $32.95. 

The demand for whites and white 
and black combinations is now strong 
for summer vacation wear. Pastels 
and vinyls are moving well, and all 
types and prices of casuals and com- 
fort wear models are selling regu- 
larly. The demand for blacks has 
fallen off but is expected to pick up 
again toward the last of the summer. 


ee 


FALL STYLES ON DISPLAY 
IN ST. LOUIS 


FALL is already beginning to show 
in St. Louis. The suburban women’s 
shoe department of one major depart- 
ment store is currently devoting one 
sizeable niche to displaying a full 
gamut of fall texture, style and color 
trends. 

An open toe sling in navy suede 
with navy crepe drape and rhinestone 
loop trim is receiving considerable 
attention, along with an_ alligator 
springelator on 24/8 heel. Black and 
town brown suedes are on view, rep- 
resenting basic fall colors, but 
“blonde satin,” red and taupe in 
smooth leathers are not being ignored 
by the women who stop to look, fon- 
dle and study the new fall footwear. 
Mid-high and high thin, thin heels 
are sharing honors. Rating comment 
in the heel division are the half-and- 
half heels, the wood top half teak 
black, the bottom aluminum half mod- 
ernistically spattered with painted red 
stripe and dots. 

Elasticized treatments, pleated silk 
vamps and velvet ladylike touches are 
well represented also in this first com- 
ing-season display. Promotional ads 
are not scheduled until August 15, 
when customers traditionally return 
from vacations. 

[TURN TO PAGE 108, PLEASE] 





SEVENTH AND OLIVE, DOWNTOWN LOS ANGELES 


A maximum of style with a minimum of shoe for summer capers is 
offered in three slim selections of white flawlessly poised on thin tapered 
heels, Innes Shoes of Los Angeles. 
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WHAT DO YOU WANT FROM A “SUMMER REPLACEMENT"? 


4 ol SORRY, BOYS, THE CURVACEOUS KING 
BEE GIRL IS ON VACATION! NOW, KING 
BEE SLIPPERS NEVER TAKE A VACATION 

. THEY SELL 12 MONTHS A YEAR! 
KING BEE IS THE LINE WITH EVERYTHING 
TO KEEP YOUR REGISTER RINGING ... 
STYLE, QUALITY AND VALUE NO OTHER 
SLIPPER EQUALS. SO FOR LOTS OF AC- 
TION EVERY MONTH OF THE YEAR, STOCK 
KING BEE, KING BEE SLIPPERS FEATURE 
BILTRITE NURON-FLEX AND NURON 
CREPE LIGHTWEIGHT SOLES, 

















® 

King Bee 
MEN'S 
SLIPPERS 
AND 
SANDALS 





WRITE FOR 
THE NEW CALENDAR 


FEATURING THE LUSCIOUS KING BEE GIRL! 










KINGS FOOTWEAR COMPANY ® 47 WEST 34TH STREET, NEW YORK CITY 


July 15, 1956 
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Getting the jump on the change of 
seasons ahead, one exclusive down- 
town women’s shop has put black 
velluto calf up front in a window 
display, promoting four styles of bare, 
transitional pumps with coordinated 
bags. Bronze calf and town brown 
svede slings round out the autumn 
color feeling. 

The vogue of all-white ensembles 
for milady has caught on well in St. 
Louis this summer. Increasing popu- 
larity of these sun-tan flatterers has 
been reflected in heavy sales of 
women’s white shoes. As one retailer 
described the situation: “Our whites 
are all gone! We knew white would 
be good, but not that good!” Conse- 
quently, the many clearance sales run- 
ning now have few whites in the heart 
sizes included. 

Summer shoes of all types are mov- 
ing in excellent quantity for men and 
children, as well as for women. Busi- 
ness at the retail level is described 
everywhere as very good, with men’s 
lightweight patterns, featuring shan- 
tung, mesh or ventilated inserts, mov- 
ing in volume. 

Taking advantage of the between- 
season buying period, downtown 
Scruggs, Vandervoort, Barney is re- 
modeling its men’s shoe department. 
along with the rest of its main selling 
floor. Men’s suits will be brought 
from the second floor down to the 
first to join shoes and haberdashery 
for coordinated selling. Remodelling 
is expected to be completed before 


August 1. 
* * * 


WIDE CLEARANCES IN 
PHILADELPHIA STORES 


CLEARANCE sales prior to July 4 
have appeared all through the down- 
town Philadelphia stores and depart- 
ment store salons. These sales seem 
more prominent at this time than for 
the same period in past years. This, 
on the surface, appears to be the sur- 
plus of a heavy buying session. Actu- 
ally, there were no complaints about 








spring business but the season was 
shortened by unfavorable weather. 
Customers accustomed to waiting for 
after the Fourth shoe sales were quite 
ready to take advantage of these wide 
sales that included desirable spring 
and early summer shoes. 

Merchants are working more than 
ever for the uncluttered stock that 
can be kept up to the minute with 
timely merchandise. The larger part 
of white shoes were held out of these 
sales until those offered after the 
Fourth. A good many customers wait 
to buy white shoes, if extra pairs are 
wanted, until after the holiday sales. 
But in many cases, once they were 
in the store to buy sale shoes, they 
bought the regular priced white shoes 
that were wanted. A sample of the 
type of shoes offered in one store's 
sale advertised, “All shoes taken from 
our regular stock. High, mid, flat 
heels in suedes, calfskins, patents. All 
colors, pastels, whites, and summer 
casuals included.” Another Chestnut 
street store listed ten famous brand 
names with savings for the customer 
up to 50 per cent and more. 

Despite these clearance sales, there 
are still many types of summer shoes 
that are selling at their regular 
prices. In this category are medium 
and high heeled dressy thin strapped 
sandals of straw. others in combina- 
tions of calfskin and vinyl. Popular 
colors in these are white, pink, light 
blue, navy, and black. Sandal types 
in sports flatties of calfskin are also 
selling well in colors white, yellow, 
and red, Flatties, in general, have 


shoe trade 
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taken over the casual 
especially for teen-agers 
younger woman. Shades of orange, 
beige, turquoise, and blue have sold 
very well. 

Stores selling children’s shoes did 
a lot of shelf clearing for sales, since 
children home from school must be 
fitted up early if there is to be mu- 
tual advantage in these sales before 


they are off to camp or vacation spots. 
Sa Pte 


WHITES AND CASUALS BUILD 
TWIN CITIES VOLUME 


Minneapolis 
SUMMER whites and casuals have 


been the volume-builders in the Min- 
neapolis area. The short warm season 
brought out cotton dresses and cool 
shoes with its first appearance. Mer- 
chants made the most of it with pres- 
entations accenting the lighter look. 
airy comfort, and prettiness of their 
summer offerings, in a great variets 
of stylings. White has been strongest 
in calf, kid or mesh and in nyion 
combinations with calf. 

Pastels for summer fashions are 
favorites in sandals, with very open 
cut and wedge heels for comfort. 
Beige. pink, blue, or yellow are colors 
most liked. 

There is much interest in straws in 
blended tones of white and natural 
straw or in beige. Interesting raffa 
wedge sandals in natural, gold or 
multi-color, selling at $9.95 and fish- 
net straw mesh flatties with flower 
trim at $8.95 are featured. 

[TURN TO PAGE 126, PLEASE] 


















STRAW 
VOTE WINNER: 


Papagallo’s straight- 
line little pump 
14.95 


The people's choice is our little straw 
in the wind! A natural 
beauty in rough but so-right-for-the- 
season straw... the perject shoe 
shape for those who take 
their whimsey neat, 
Slim-jim slender, taper-toed, it's 
perched on a needle-narrow heel... 
yours jor a summer of en in 
natural, white or black for 
sizes 4 to 10, AAAA, AAA, AA, A or B. 


SHOE SALON, SECOND FLOOR 





FRANKLIN SIMON, PEACHTREE AT PONCE DE LEO 
ATLANTA e@ VERNON 8801 
Simple, clever, timely and to the point, this advertisement of a needie- 
heeled pump in natural, white or black, should have easily paid its 
way in shoes sold, Franklin Simon, Atlanta. 
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-—by Bill Rossi, Field Editor 


hat Does lt Cost ToSell A Pair Of Shoes? 


Industry has made a fetish of getting more results from its 
facilities. Retail shoe business can and must do the same. 


ASK the average shoe manufacturer what it 
costs to make a given pair of shoes and he'll in- 
stantly give you the answer down to a fraction of 
a penny. Ask the average shoe retailer what it 
costs to sell a pair of shoes in his store and the 
best you’re likely to get is an admitted “guessti- 
mate.”’ Yet, what it costs to sell a pair of shoes 
greatly influences the costs, profits and sales vol- 
ume in operating a shoe store. 

Today we're hearing a lot about “productivity” 
—that is, the rate of productive output per man- 
hour of work. It’s a kind of “efficiency measure- 
ment” gauge based upon the output for a worker, 
a plant, a machine, a store or a salesman per man- 
hour, 

For all aspects of the economy, productivity has 
been rising at a phenomenal rate of about three 
per cent a year. But of all branches of the econ- 
omy, at the bottom of the totem pole is retailing, 
showing an improvement rate of less than one 
per cent a year. 

In the final analysis, retailing productivity re- 
solves into cost control. With shoe retailers show- 
ing growing concern about steadily rising costs, 
it’s time that some serious thinking be given to 
productivity measurements, 

Let’s take a look at some of these “measure- 
ments” of retailing productivity. First, keeping a 
record of store traffic. These are your actual pro- 
spective customers. Do you know what your aver- 
age is for a week in any given month—or for a 
month? How do you know for sure (forget the 
“guesstimates”) whether you’re showing a traffic 
increase, and exactly what per cent of increase? 

Second, your direct selling cost per pair. What 
is the average cost for the store overall? And for 
each salesman? How do you know you're cutting 
direct selling costs if you have no accurate level 
of measurement to start with? 

Third, what’s your store average of extra-pair 
sales per 100 customers? And what’s your aver- 
age for each salesman? If you’re extra-pair sales 
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are slipping or improving, you should know where 
and by how much. 

Fourth, what’s your store average, and your 
individual salesman average, of extra-merchandise 
(hose, findings, handbags, etc.) sales per 100 cus- 
tomers ? 

Fifth, what is the average dollar sales per cus- 
tomer; that is, per customer who’s sold merchan- 
dise, and per total store traffic? 

Sixth, what is your store’s average selling time 
per customer? This, of course, will vary upon the 
type of store or merchandise carried. But it gives 
you a gauge to determine if the selling time is as 
productive as it should be. 

Seventh, for each 100 persons of store traffic, 
what percentage is no-sale walkouts? And of the 
walkouts, what are the reasons why? Knowing 
the answer to this gives you some tangible means 
to reduce the percentage of walkouts, and convert 
them into buyers. 

Well, those are some of the “productivity mea- 
surements” being used by smart retailers today. 
Do such checks require a lot of work? In a way, 
yes. But such records need not be on a year-round 
basis. They can be recorded for perhaps one or 
two “average” weeks every two or three months. 

But the important thing is this: it gives you a 
positive group of interesting figures to work with. 
It opens your eyes to weak spots previously over- 
looked. It eliminates guesswork and hit-or-miss 
methods in your efforts to improve your operating 
efficiencies so that there can be intelligent cost- 
cutting, and an enlargement of your volume and 
profits picture. 

There are some retailers who'll say that the 
business of selling shoes can’t be brought down 
to a “mechanized efficiency.”’ Shoe business is 
something highly personalized. But some stores 
operate more profitably than others because they 
operate more efficiently. 

There are some 500,000 people employed in the 
shoe manufacturing, wholesaling and allied indus- 

[TURN TO PAGE 122, PLEASE] 
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Almost TWICE the value $¢).98 
and still only........ retail 


¢ NEW LASTS © EASY ON — NO STRUGGLES 
© NEW W-I-D-E OPEN TOPS 


@ You need a $2.98 retailer, you need a fine latex boot. Have the world's finest 
and fastest selling, Imperial Marxie *“*totes.”” 








Just 3 sizes, Small, Medium, Large (all you need to fit every shoe in your store perfectly— 
they stretch.) 


3 Fashion-right Colors—Sabre Jet Black, Harmony Gray, Honey (all with Beige Sof-Tex 
lining.) 
3 Heel Heights—Fict Hee! #5501, Medium Heel #5505, High Heel #5506. 


Faster Turnover ® Smaller Inventory © No Markdowns 
MORE PROFITS FOR YOU 


ORDER TODAY 


Mail to your “totes” Wholesaler 
or So-Lo MARX Rubber Company, 
Loveland 9, Ohio 


a ORDER ATTACHED 
= Ship when ready as of October |, 1956 


["] This order is for 72 prs. of Imperial 
MARKIE “totes” or more, include dis- 
play fixture FREE. 


STORE NAME 
ADDRESS 





7401 Marxie- 2505 Marxie- #84 Men's Overshoe- 
“totes” “totes” tates” 
Pixie style with pert i _ World's lightest. Wear 
self-fastening front Ankle-sienderizing side guaranteed. Dupont 
For flats and bow style for medium Neoprene soles and 
heels. and high heels. heals, S. M. L. 


Sug. ret. $2.98 pr, Sug. ret. $2.98 p,, Sug. ret. $2.95 pr 
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| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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TOP OPENS 8 INCHES WIDE 


Just step in, that's it. 
No struggles. 


#5506 for high heel 






# 5505 medium. Fits 
all heel shoes beau- 
tifully, 


#5501 For wedgies, 
flats, casuals. Can 
be worn with heels, 
too. 





WATCH: Greatest Ad Campaign in “totes” History! SEE “totes” ON: 


* ART LINKLETTER 10! CBS Network TV Stations 
244 CBS Network Radio Stations 


® PINKY LEE on 93 NBC Network TV Stations 
216 CBS Network Radio Stations 


* Plus Local Radio Spots sofurating your city 
* Plus LIFE, COLLIER'S Magazines reaching MILLIONS 


GET READY FOR CALLS! 


















You increase your total 
Children's Business 14% 


. when only one shoe customer out of three 
buys “totes,” too! Figure it out! Many stores 
sell totes" to six out of every ten! 


COMPARE! They S-T-R-E-T-C-H . . . more! 


Easier on—easier off! * Hard to wear out—hard to 
outgrow. Pure Latex Rubber—contains no cheap fill- 
ers * 100% FACTORY GUARANTEED for WEAR * 
NO lefts! NO rights! NO confusion! * Gives higher 
protection. COMPARE! + Backed by powerful ad- 
vertising and recommended by millions of parents 









AMERICA’S LARGEST SELLING 
CHILDREN’S RUBBERS 


98: 


STORE'S COST 59¢ pr. 
#80—3 SIZES, Fits 3'/. to %/2, red or 
brown. 


SEAT 


LAST YEAR 
§ 


IMAGINE! 


#B0TT—3 SIZES, Fits 10 to big 3, | 


red or brown. 


Du Pont Neoprene soles and heels. sug. | 


ret. 1.59 pr. 
Store's cost 96¢ pr. 


SELLS 




















and teachers. 


TODAY to your “totes” 
wholesaler or SO-LO MARX 
Rubber Co., Loveland 7, Ohio 


MAIL 


ORDER ATTACHED 
(] Ship July/Aug. as of Sept. | 


STORE NAME 


ADDRESS 


The Most 
for the Money 
[CONTINUED FROM PAGE 104] 


Right now, for instance, in Charles- 
ton there is a trend among women to- 
ward following the stylists of the world 
in the wearing of the new glamor 
shoes, such as the clear vinyl plastics, 
adorned with the many new trims and 
following rather extreme designing. 
Condon’s, a firm which for years has 
stocked conservative, staple shoes for 
women, is studying the change, meeting 
the new demand and making plans to 
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‘ed 


FOR YOU 








with your order 
for 48 prs. or more. 


GETS EXTRA BUSINESS 





go into these types of shoes even more 
heavily. 

Each of Condon’s three shoe depart- 
ments—women’s, children’s and men’s 
—features famous branded merchan- 
dise. The Condon firm has so promi- 
nently told the brand story over the 
years that they have gained the pres- 
tige of being commonly called “Charles- 
ton’s brand name store.” 

Brand name shoes sold by Condon’s 
in women’s footwear include Tweedies, 
Arch Preserver, Red Cross and Cobbies, 
Foot Flairs, Clinic, Fortunet, Sandler, 
Gloria and Busken’s. 

Condon’s children’s shoe department 


is almost considered a Charleston land- 
mark, it is such a popular spot. It is 
furnished with special fitting equip- 
ment, such as stationary animals, that 
children love. Shoe brands found in 
this department are household bywords. 
They include Buster Brown, Lazy 
Bones, Gerwinettes, Self Starters, Prop- 
er-Bilt, Robin Hood, U. S. Keds and 
Capezio dance shoes. 

Men’s brand shoe lines are Arch 
Preserver, Walk-Over, Roblee, Pedwin, 
Penobscot, Hood P. F. Canvas, Evans 
Slippers and Little Falls. 

In each of these departments promo- 
tions are conducted periodically. Sea- 
sonal women’s shoe shows are given 
right in the department. The most 
recent was a svring fashion showing 
of the Red Cross line. 

Each Condon shoe customer of the 
younger contingent is furnished with 
free comic books, puzzles and various 
types of games. In the men’s depart- 
ment, giveaways such as shoe cloths are 
on tap. 

The Condon shoe division since its 
beginning some 48 years ago has been 
directed by a Condon executive, Mr. 
Matthew A. Condon, one of the three 
sons of the founder of the store. Mr. 
Condon, now vice president of the firm, 
has turned over most of the duties of 
department manager to his son, James 
F. Condon. 

Mr. Condon, Senior, because of his 
years of experience as a shoe man, is 
largely responsible for the department’s 
standing today. Well known in the 
Charleston community, he is on many 
civic boards of the city and is a past 
president of the Retail Merchants’ As- 
sociation. 

Mr. Condon, Junior, has followed in 
his father’s footsteps. He has been con- 
nected with the Condon shoe depart- 
ment since his graduation from The 
Citadel, military college of South Caro- 
lina, in 1938. Also active in community 
affairs, he is a past president of the 
greater Charleston Chamber of Com- 
merce and presently is serving as gov- 
ernor of Civitan International for 
South Carolina. 

Like its shoe department, Condon’s 
department store has a record in the 
South Carolina low country for con- 
tinued and outstanding progress. The 
store has grown from a small fabrics 
shop to a complete family department 
store, doing an annual business ap- 
proaching the three million dollar mark. 
It has grown to these proportions in 
the brief span of 57 years. 

Condon’s program of accomplishment 
through the years has been attributed 
to the forward-looking policies created 
by the executives. They have spent 
more on advertising and promotion than 
any other comparable business of the 
area. Last year their newspaper ad- 
vertising alone amounted to over half 
a million lines. They also went into 
television and radio for special events 
and for the merchandising of featured 
items. 


Boot and Shoe Recorder 











Their record of “firsts” in the com- 
munity is concrete evidence of their 
retail service to their section. They 
were the first Charleston store to fur- 
nish a parkway for customers. Re- 
cently they have bought additional 
property, torn down existing dwellings 
and increased their parking lot so that 
it now can handle more than 80( cars 
a day. 

They were the first local store to 
have air conditioning. They were the 
first to have the handy “Charga-Plate” 
service. And they were the first to in- 
stall an escalator. 

Condon’s of Charleston is a family- 
owned and operated store. All the ex- 
ecutives are sons or grandsons of the 
founders, Mr. and Mrs. James F. Con- 
don. They have stood for years as a 
united group, trained in merchandising 
and in the operation of a large store. 
The present president is William F. 
Condon. 


$200,000 Shoe 
Promotion Campaign 
[CONTINUED FROM PAGE 54] 


appointed to study the problem of how 
to bring about a better understanding 
on the part of the public of their foot- 
wear needs and a greater per capita 
consumption of shoes. 

Lawrence B. Sheppard, at that time 
president of the National Shoe Manu- 
facturers Association, concurred in Mr. 
Orr’s proposal and promised the whole- 
hearted co-operation of the manu- 
facturers’ organization. The committee 
was named and lost no time in under- 
taking the broad study of shoe sales 
possibilities that the two associations 
had authorized. 

To assist in the survey, the Com- 
mittee engaged the services of Elmo 
Roper, recognized as a leading market 
analyst, to study consumer attitudes 
toward shoes and the sales methods and 
promotion practices of retailers. The 
Roper surveys were undoubtedly the 
most comprehensive and illuminating 
projects of their kind undertaken in the 
shoe trade up to that time. Two reports 
were presented, one dealing with con- 
sumer attitudes. the other with retai 
practices an! opines 

On the basis of these reports the 
Associations engaged the J. Walter 
Thompson Company, well known ad- 
vertising and public relations agency, to 
conduct a campaign to make American 
consumers more shoe conscious and 
thereby increase sales. A great deal of 
publicity about shoes appeared in news- 
papers and magazines as a result of the 
agency’s efforts. Much of the publicity 
consisted of fashion information in 
various popular and style magazines 
and in the fashion sections of news- 
papers. A continuous volume of inter- 
esting general shoe news was also 
released. 

Eventually the National Shoe Insti- 
tute was organized as the joint 


publicity arm of the co-operating as- 
subsequently 


sociations. These were 
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joined by the National Association of 
Shoe Chain Stores and the New 
England Shoe and Leather Associa- 
tion. The institute initiated the pro- 
motion program known as “The New 
in Shoes,” and for several successive 
years has staged two seasonal shoe 
openings per year, when the new 
seasonal styles are unveiled on agreed 
dates throughout the country, with 
accompanying publicity in newspapers 
and on the air and with spectacular 
window displays on the opening day. 
The idea met with wide approval and 
a very considerable degree of success 
in stimulating shoe sales in the early 


weeks of the seasons. It is not unrea- 
sonable to conclude that the combined 
and cumulative effects of these various 
promotional activities have been a 
considerable factor in the decided im- 
provement in shoe sales and production 
which the trade has experienced over 
the past two years. 

Seasonal openings similar to those 
conducted under the “New in Shoes” 
program will be continued as part of 
the enlarged and more comprehensive 
promotion project that is now proposed. 
Details of this larger and improved 
program are summarized on another 
page of this issue. 
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REGISTER SPECIAL 


New boot, priced sensa- 
tionally low for profita- 
ble Extra sales * Put 
FREE DISPLAY by your 
cash register — watch 
mothers buy “totes" 


after buying shoes! 
| #599 


IMAGINE! 
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Store's cost 
7g Pair 


FREE DISPLAY 


. . « for the asking. Get one for 
window too! 


NEW! SUPER... 











EASY to put on, they 
S-T-R-E-T-C-H 


© Extra rubber bumpers protect toe and 
eel 








[] Ship at once 
















WEAR GUARANTEED 


MAIL 


TODAY to your “*totes”’ whole- 
saler or SO-LO MARX Rubber 
Co., Loveland 7, Ohio 


ORDER ATTACHED 
[] Ship July/August 
as of Sept. | 


© Tough and rugged STORE NAME 
© Deep embossed sturdy uppers 
© Non-skid soles © RED OWLY ADDRESS 
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RESISTS ACIDS, CAUSTICS, OIL AND HEAT 
INSULATES AGAINST HEAT AND COLD « SLIP 
RESISTANT © NON-MARKING «© WATERPROOF 


The millions of tiny air cells that make 
Neo-Crepe soles lightweight and flexible also 
provide effective insulation against 
heat and cold .. . assure cushioned comfort for hours 
on the job. Waterproof, non-marking 
Neo-Crepe soles wear longer, too, because they 
are resistant to acids, caustics, oil and 
heat. For bigger workshoe profits, include 
shoes with Neo-Crepe soles in your line. 





backstage...the all-new line « over 250 
18 iron—7 through 14 tot-to-teen styles ready for same-day shipping 
21 iron—7 through 15 | Cast LA*CO*NI*ANS up front in your store — and 


Companion heels—6/8 straight 


watch the best sales performance you've ever seen! 

Smarter styling, premium quality, lower pricing, keep 

LA*CO*NI*ANS the fastest-moving line wherever 
featured. Remember, too: Backstage, LA*CO*NI*ANS 
in-stock service is ready to rush your orders to you 
the same day they're received! Get your new in-stock 
catalog now — and prepare for a hit season! 


Consistently advertised in Parents’ and Seventeen magazines 
. special announcements on Goodyear TV Playhouse 


Conedion Plent 
memes Ko eae LACONIAN SHOES CORP., Laconia, N.H. © Phone: Laconia 10 


breast 13 washer—Sizes 26 to 38 


COLORS: Black, Brown and Natural 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 





Chica 

20 

FinAL fall commitments, which have been much delayed, 
are gradually coming into factory headquarters in the 
Chicago area. Production schedules have been consider- 
ably delayed, not only here but in all areas where firms do 
heavy business with Chicago and midwest retailers. Many 
of the department stores were extremely late in releasing 
their orders, even though they had been written up for 
some time. Smaller retailers also have been slow in finishing 
off their requirements for shoes they want delivered in 
late September. However, June business at the retail level 
has been most encouraging with sales up some 20 per cent 
over a year ago. Although many retailers are left with the 
normal amount of mark-downs, inventories are not con- 
sidered unhealthy. 

There has been a lot of unusually early shipping of 
some in-stock shoes. The first to be sent out well ahead 
of schedule were white bucks and saddles, followed by 
casuals and similar types slated for back-to-school business. 

There has been considerable speculation in this area on 
how early calfskins will begin to sell. It used to be that 
the first buy was almost exclusively suedes and the second 
of calf. Calf shoes weren’t scheduled to reach the stores 
until the end of September or the early part of October. 
Now the ratio between them runs fifty-fifty for July and 
August delivery and slated for August and September sell- 
ing. The next buy runs 80-20. Most shoemen believe indi- 
cations are that the demand is running that way. They re- 
call, however, a time when calf shoes came in in June and 
did not sell in quantity until October. However, they be- 
lieve the ready-to-wear picture, plus the grained and tooled 
effects in leather, will contribute to the marked reversal of 
this trend. 

In buys thus far, black has been by far the strongest, 
so much so that there has been some lightening up in or- 
ders on blue. Brown is heavier than it has been previously, 
with taupe being slated for promotion in high fashion quar- 
ters. Pig in cork and beige colors has continued strong in 
the casual family. There have been some substantial orders 
for bright suedes as high-lights in fall casual runs, but 
there have been more blacks, with emphasis on charcoals, 
than ever before. 


St. Louis 


Reral. inventories in St. Louis have seen extensive 
reduction in the past two weeks, Drastic clearances have 
heen held, especially by one major department store, with 
prices cut on many styles as much as 50 per cent. 
Retailers report that the effect of these clearances has 
been more than satisfactory. Numerous suburban. stores 
of the family type have publicized clearances through their 
small local newspapers and found that the traffic response 
was almost more than they could handle. Manufacturers 
are rejoicing along with retailers over the inventory re- 
ductions, of course. Basing his theory on the success of 
these retail clearances, one manufacturer here reports 
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that he expects retail inventories to be completely normal 
by the middle of July. 

Production is proceeding steadily to meet scheduled 
delivery dates. Orders for fall footwear, which got off to 
a slow start as the result of distressingly high retail stocks, 
are now following a more normal pattern. One manufac- 
turer reports that sales are up 8 per cent over this time 
last year, although it is generally conceded that dollar 
volume for most producers is running slightly behind last 
year. 

Despite figures, a general feeling of optimism prevails. 
International Shoe Company has ended its first six months 
with an increase in dollar shipments amounting to 6 per 
cent. Approximately a million and a half more pairs 
were made during the period than during the same period 


last year. 
New York State 


VACATIONS have been in effect at most of the New York 
shoe factories these past two weeks and, as a result, there 
has been very little activity. However, many of the execu- 
tives didn’t take the time off. Instead, they stayed right on 
the job—taking care of factory chores, refurbishing plants 
and offices in some cases and lining up the orders that 
would go into production as soon as activities started up 
again. 

Rochester manufacturers regard the recent pickup in 
retail shoe sales, as a result of warm weather, to be an 
indication that fall business will be close to normal. 

While frankly admitting that production during the 
second quarter of the year was definitely lower, makers of 
women’s and children’s shoes point to a reasonably good 
average for the first half of the year and estimate that the 
second half will be only slightly below last year. 

The most important element in the present situation, 
manufacturers say, is that retail stocks are being reduced. 
Factories expect that fill-in orders for summer shoes will 
be mostly for novelties. 

A producer of women’s shoes says fall orders are run- 
ning about the same as last year on those already placed. 
However, some orders are slow in coming in. Merchandise 
managers in many stores are said to be turning thumbs 
down on orders because of high inventories. Thus a buyer 
may be unable to order a line that is selling because other 
lines are not selling. 

Dark brown shades of smooth leathers and suede in 
women’s lines are selling well, while less demand is noted 
for blue and red. 

Although manufacturers do not blame the rather uncer- 
tain start of fall business on recent price increases, the 
business hesitancy of the past few months has caused most 
factories to postpone further increases indefinitely. 

Chances are slim that manufacturing costs will decline 
this year, and in all probability thev will continue to edge 
upward, but factory executives feel psychological factors 
are against price boosts in the near future. 

A maker of infants’ footwear feels he is in danger of 
lesing several customers if he shifts his price brackets 


















America's 
Most Distinguished 
Shoe Store Furniture... 





the 
little 
shoe... 


#3210A 


Bring a final touch of distinction 

to that new store your're planning; 
brighten up your present layout with 
beautiful, colorful, practical 
Chairmasters furniture. You'll be 





amazed at how effective and inexpensive 
a Chairmasters installation can be! 





These are just a few of the many chairs 
#3251 in the complete Chairmasters line of 
shoe store furniture. 





COMPLETE CATALOG ON REQUES, 


... that grew 
into big, 
BIG PROFITS 





This dance shoe, only a short time ago, was a 


profit potential. Today, it’s a profit reality! e 

Why? Because the Back-to-Dance School market 

is growing by leaps and bounds. INC. 
Increase your share . . . become dance shoe 200 EAST 146TH ST. NEW YORK 1, N. Y. 


headquarters in your community with the help 
of the midwest's long-time specialists, Leo's 
Advance Theatrical Shoe Co. of Chicago. Leo's 
. . . recommended by teachers and professionals 
alike. 


1 LEO’S authentic ballet, toe, and tap shoes are 
crafted by our own experts, right in our own shops 
in Chicago. 

2 LEO’S are a quality product, priced for profitable 
volume business. 


3 LEO’S Dance Shoes are available from this central 
location for prompt delivery anywhere in the 
country. 


Write for 1956 FREE 
® Catalog and ‘‘eye- 
stopper" Display 
















THE 





“KIDDIE FITTER" 





Length—é ft. 
Abv Height—3 ft. 
ta 3 THEAT Depth—25 in. 
32 Wect ” dain} RICAL SHOE CO. 
JOIph St Chicane | * Engineered and Built © Priced Right 


Ug0 


for durability © Upholstered in Lustrous 
* Designed Expressly Plastic Colors to 





KNOWN THE WORLD OVER BY THOSE WHO LIVE, STUDY AND TEACH THE DANCE Sue Bhas Creved Specifications 
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now. He prefers to accept a slightly smaller profit than to 
lose customers he has worked hard to get. 

Most manufacturers are experiencing slower collections, 
due to high retail stocks. An oldtimer in the manufac- 
turing field recalled that when the public curtails spending, 
the shoe industry is the first to feel the effects. Most 
women have fairly large shoe wardrobes, he said, and if 
short of money, decide to wear what they have. 

The prosperity of the shoe industry, he reminded, de- 
pends upon inducing the customer to buy shoes she doesn’t 


really need. 
Los Angeles 


Loca. shoe industry seems to be maintaining an excel- 
lent pace on both manufacturers’ and retailers’ levels. Most 
concerns report that business volume profits too are at 
least equal to last year this time. It is true that April 
business was not as good as it could have been due to the 
unfortunate location of Easter on the calendar, but May 
was a boom month and it has continued right to the present 
date. 

The early summer season usually separates the men 
from the boys in the shoe business and whatever slacken- 
ing has been felt seems to be only in the cheaper lines. 
The smaller outfits seem to be off somewhat, with the real 
cheapies taking somewhat of a beating. But the middle 
and upper end of the lines are operating at full capacity. 

Manufacturers report that their representatives are hear- 
ing the eternal early summer cry of “overstocked,” but 
add quickly that it is most likely a defense mechanism 
for the retailer. Certainly when he is shown something 
new and high fashion with plenty of appeal, he seems to 
find the money to buy and room for it on the shelves, In 
actual practice, it seems that only the less desirable items 
are in oversupply. The line leaders are being ordered and 
reordered daily. 

The recent lowering of import duties on footwear seems 
to be a source of much concern to the cheaper manufac- 
turers. A few of them admitted fearing competition from 
low-cost imports, especially from Japan. The Oriental fac- 
tories in all lines, from cameras and binoculars to foot- 
wear, are somewhat of a problem to us on the West Coast 
and some producers of volume shoes admitted that they 
expected to feel an extra pinch. Middle and upper grades 
naturally expect to feel nothing at all. 

As for current selling, hot weather is with us and cas- 
uals and pool shoes are hard to keep in stock. Straws 
and raffias, thong sandals and thong wedgies are what she 
is most likely to ask for first when she walks in. Vinyl 
is invading this field and production is up on several types 
of plastic casuals, particularly in the models with thick 
soles and vinyl upper fastened with heavy metal studding. 
Usable with everything from cotton dresses to bathing suits, 
such type of wear moves fast. 








New England 


As June ended and the annual one-week vacation shut- 
down began in New England shoe factories, two facts 
seemed obvious: that June production, while considerably 
lower than that of June, 1955, nevertheless was slightly 
higher than in May; and that mid-July will find most com- 
panies with a more nearly comfortable backlog of orders 
than they have to date. 

Basing their opinions on figures recently released by 
the Tanners’ Council, showing an estimated June produc- 
tion of 302 million pairs for the country as a whole, trade 
observers pointed out that New England factories, doing 
between 37 and 38 per cent of the nation’s business, made 
between 112 and 115 million pairs during that month. 
Not all this pairage, however, can be said to have been 
achieved in filling orders for fall shoes since sizeable sum- 
mer re-orders were placed during the month, chief bene- 
ficiaries having been women’s shoe factories. These same 
factories, it is believed, stand to benefit the most during 
July from fall orders expected during that month, Retail- 
ers, it is reported by salesmen, are beginning to find them- 
selves in an open to buy position as the result of successful 
clearances in all parts of the country. 

Some manufacturers are of the opinion that, because 
of this late buying of fall merchandise, their in-stock de- 
partments will be depended on more heavily than in the 
last two seasons. They are not 100 per cent happy about 
this. As one manufacturer put it recently, “With only 
light orders on hand, we cannot tell what styles and colors 
to stock, The gamble always associated with our in-stock 
operation will, therefore, be even greater than it is nor- 
mally and the end result may be that some of our retail 
customers, when the time comes to re-order, will find them- 
selves dependent on make-up rather than on overnight 
shipments.” 

Some fall orders now on manufacturers’ books call for 
delivery early in August from which fact it is deduced 
that fall openings at retail will be postponed until about 
the middle of that month instead of being held late in 
July or early in August as has been the custom, In that 
case re-orders cannot be expected in volume much before 
the latter part of August. 

Price resistance is still a factor to be reckoned with, and 
a few manufacturers, as previously reported, have elected 
to go into the fall season with no increase. Others have 
put into effect price schedules somewhat lower than those 
originally planned. 





U. S. to Be Represented 
at London Footwear Show 


Lonpon—Shoe buyers and retailers from all parts of the 
world, including many from the U. S., are expected at this 
year’s “Fashion in Footwear” Exhibition, to be held in the 
Washington Hotel, London, October 1-5. 

This annual shoe show is unique in gathering under one 
roof leading manufacturers of all types of quality footwear 
for men, women and children. The majority of exhibitors 
are British firms but there will also be a number from 
Italy, Switzerland and France, All available accommoda- 
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tion at the Washington Hotel has been taken. Manufac- 
turers will show their forthcoming styles in individual 
salons in the hotel and a selection of the newest designs for 
women will be worn by mannequins at the daily Footlight 
Parades held in the Ballroom, 

A wider price range than in the past will be represented 
and hundreds of medium to top priced shoes for the winter 
and the following spring and summer will be on display. 

“Fashions in Footwear” is a trade show, open to buyers 
and retailers but not to members of the general public. It 
is the only British show of its kind concentrating solely 
upon the fashion side of the shoe trade. 
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LAST WEEK ” 
You missed 


— 


HIGH PROFIT 
extra sales 





The sales you missed last week 
— 66 by actual statistics — are 
volume and profit down the drain 
... never recoverable. 


Those 66 lost sales could have 





been made to customers with foot ; 
comfort problems — problems that Marshall Field & Co. — 
shoe fitting alone could not solve. 4 
DALLAS — 
Shoe and department stores from Volk’s 
coast to coast are salvaging from 
$1,000 to $4,000 monthly in lost DENVER — 
sales with the companion sale of Fontius Shoe Co. 
time-proven Burns Cuboid Shoe 
Inserts. Selling Cuboids along with HOUSTON 
a pair of shoes approximately Foley's 
doubles your profit — assures ‘en teen 
repeat business from happy foot- ne 
comfortable customers. eta 
Designed with an entirely different New VOR 
concept to provide medically- ;_ Lane Bryant, tne. 
proven foot relief, Cuboid Foot : 4 
Balancers retail up to $6.95 a pair geen 4 
— are available in 248 styles and  <  ageretand . a a 
sizes. Required storage space is a 
only a few feet of shelving. RETR: 4 
Pick up those 66 sales from now = | 
on — write today for a Cuboid PHILADELPHIA — 
demonstration in your own store. . , Gabel's 
Your Cuboid sales are }  Secaad mien 2* 4 
backed by national advertising ST. LOUIS 


BURNS CUBOID CO. 
P.O. BOX 658 * 


SANTA ANA, CALIFORNIA 





|| done by the industry can be accomplished right in our 
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| could be developed. 





But these young people must be sold on shoe retailing 
as a career not only for the advantages it offers but for 
the importance and responsibility of the work they would 


be doing. And they must be given adequate training in 
shoe selling as well as shoe fitting. The well-equipped 
sales person is becoming more necessary every day. In 
the shoe store of tomorrow there will be no place for the 
untrained, and those who are psychologically unsuited to 
the job they must do at the fitting stool. The shoe fitter 
must understand his work and responsibility and take 
pride in the manner in which he does it. 





One of the most important public relations jobs to be 


| own stores, first, in convincing management of the impor- 
tance of well-trained selling personnel and then in con- 
vincing our selling staffs that they are not “shoe clerks” 
but very important people in their own right. 





An Effective Point-of-Sale 
Moccasin Display 





Used by Fellman Ltd., this interesting display, which illustrates 
the components of the true moccasin, is a standard but highly 
effective way of educating the consumer. Note that the con- 
struction begins with a cradle of leather, pulled over a walled 
last, and hand stitched to a plug, all distinguishing features 

| of the true moccasin. This type is known generically as a 
Norwegian slipon, indicating the source of this style. 
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Write today to 


RE RAVENNA, 





Honor Roll 
of Contributors 
[CONTINUED FROM PAGE 57] 


Smith's Quality Shoes—Pampa, Texas 

The Bootery — Kaye's Shoe Store — Florence, 
Ala. 

Howe's Shoes—San Bernardino, Cal. 

Bill's Bootery—Cody, Wyoming 

Peter's Shoe Store—Minneapolis, Minn. 

Labiche's, Inc.—New Orleans, La. 

Sam Friedman Shoes—Chicago, Ill. 

R. J. McBride—Sacramento, Calif. 

Lynn's Shoes—Hammond, Indiana 

Kronbach Shoe Company—Trenton, Mich. 

George J. Jaglowicz—Detroit, Mich. 

David Kay Shoe Co., Inc.—Boston, Mass. 

Craig Bootery & Fashion Shop—Craig. Colo. 

Newcomb's—Santa Ana, Calif. 

Davison Shoe Store—Davison, Mich. 

The J. J. Sholem Stores Co.—Champaign, Ill. 

Arthur's Shoes—Chicago, Ill. 

Gentry Shoe Store—Loveland, Calif. 

Proper Fit Shoe Stores, Inc.—Metairie, La. 

C. E. Miller Shoe Store—Butler, Pa. 

Amdahl's Shoe Store—Mobel, Minn. 

Al's Store—Salinas, Calif, 

Critzer Footwear Corp.—Waynesboro, Va. 

Horn's Shoes—Newton, lowa 

Joan's Slipper Shop—Pawhuska, Okla. 

J & § Factory Outlet— 

Cantilever Shoe Store—Dallas, Texas 

The Potter Shoe Co.—Cincinnati, Ohio 

Sid Katz, Inc.—San Antonio, Texas 

Wexner Bros., Inc.—Memphis, Tenn. 

Mann's Shoe Store—Chanoler, Ariz. 

R. P. Buckley & Son—Bad Axe, Mich. 

Phipps’ Shoe Stores, Inc.—Mattoon, III. 

Eppenberger Shoe Co.—St. Louis, Mo 

The Wigwam—Scottsdale, Arizona 
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OHIO 


Taylor Shoe Store—Zanesville, Ohio 


J. Lichtenstein & Co.—New Brunswick, N. J. 


Samuel Kline—Hudson, New York 
Stevens Salon Shoes—Rockford, Ill. 


Applebaum Mautner Company—Rockford, Ill. 


& Champaign 
Crane, Inc.—New Orleans, La. 
Tryle Walk Shoe Store—Dallas, Texas 
Jeter's—Jacksonville, Florida 
Ryan & Johnson, Inc.—Columbus, Ohio 
Bruce Hunt, Inc.—Washington, D. C. 
McNab Footwear Corp.—Tampa, Fla. 
Frey Shoe Store—Doylestown, Pa. 
Boston Shoe Store—Phoenixville, Pa. 
H. J. Weschler Corp.—Erie, Pa. 
Ro-Mac Shoe Store—Mobile, Ala. 
Mike Martin's "Shoe Box''—Anderson, Ind. 
Bleecker Shoes, Inc.—Brooklyn, N. Y. 
Howard's—Torrington, Conn. 
Kuebler-Burger Shoe Store—Tiffin, Ohio 
Franklin Shoes—Pico, Calif. 
Stuhler's Shoe Store, Inc.—Monticello, lowa 
Niles-Spears Shoes—Walnut Ck., Cal. 
Benson Brothers—John Day, Oregon 
Coliseum Shoe Store—San Francisco, C. 
Warn & Warn—Spokane, Wash. 
Van Dervort's, Inc.—Bristol, Tenn. 
R. H, Fyfe & Co.—Detroit, Mich. 
Bernard's Shoe Store—Pratt, Kansas 
Shoe Corporation of America—Col., Ohio 
Greybull Shoe Store—Greybull, Wyo. 
Sheppard and Myers, Inc.—Hanover Pa. 
Swope Shoe Company—St. Louis, Mo. 
John Lee, Inc.—Charleston, W. Va. 
Campbell Shoe Store—Detroit, Mich. 
Ralph Runkle Bootery—Santa Barbara, Cal. 
Bowman Shoe Co.—Monmouth, Ill. 
Richard York of Riverhead, New York 
Fontius Shoes, Inc.—Los Angeles, Calif. 
H. A. Preston Co.—Battle Creek, Mich. 
Ka-Ma-Aina—Honolulu, Hawaii 
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San Diego Shoe Corp.—Boldricks Fine Shoes 

Ernie Miller Shoe Salon—Asheville, N. C. 

Maling Brothers, Inc.—Chicago, Ill. 

Newswanger's Shoe Shop—York, Pa. 

Huston's Shoes—Berkeley, Calif. 

Sam Sullivan Shoe Departments—Laredo, Tex. 

C. August—White Plains, N. Y. 

J. W. Robinson Co.—Los Angeles, Calif. 

Danbury Shoe Shop, Inc. (Treadeasy Shop) 

M. T. Shaw Shoe Co., of New England, Inc. 
Spring., Mass. 

Krupp & Tuffly, Inc.— 

Village Shoe Tree, Inc.—Carmel, Cal. 

Paul's Shoe Shops—Belleville, N. J. 

Youthful Shoes, Inc.—Des Plaines, Ill. 

Spyrison's Shoes, Inc.—Des Plaines, Ill. 

Fontius Shoe Company—Denver, Colo. 

Shirley Shoes—Canton, Ohio 

Hess Shoes—Baltimore, Md. 

H. C. God Company—Sales Retail Div. 
Ohio 

Lush Shoes—East Chicago, Ind. 

Fashion Bootery—Galesburg, Ill. 

Hempill's Bootery—Alhambra, Calif. 

Gill's Shoe Store—Bemidji, Minn. 

Dunham Brothers Co.—Brattleboro, Vt. 

Winston's Shoe Store—Cleveland, Ohio 

Brothers Foot Comfort Shop—San Diego, Cal. 

Vose's Bootery— 

G. R. Kinney Co., Inc.—New York, N. Y. 

Morse Shoe Stores—Boston, Mass. 

Brungradt's Shoe Store— Pratt, Kansas 

National Shoes, Inc.—Bronx, New York 

Keystone Shoe Stores, Inc.—Pitts., Pa. 

General Shoe Corporation, Nashville, Tenn. 

A. S. Beck Shoe Corp.—New York, N. Y. 

Michaels Dr. Kahler Shoe Shop—Hartford, 
Conn. 

Kolber-Sladkus—Elizabeth, N. J. 

John Wiley Shoe Co.—Glenn Falls, N. Y. 

Caldwells Shoes—Covina, Calif. 
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Ease of operation, quality of output, and speed are important to you in 
the shoe machinery you use. But without reliable performance these 
features mean nothing. 

Take United’s Model A Lacing Machine. . . It has to be reliable. When 
it is down, a fitting room may stop and an entire factory may come to a 
halt. 

More than 80% of the 1501 parts of this machine are exposed to 
motion. In an average factory they move 500,000 times a year. They are 
designed and built to last and to stay in adjustment. 

Now add specialized service promptly furnished by men who know 
this intricate machine, and you have the best insurance of uninterrupted 
production. 

United service may cost less than you think. 


An Annual (@f Service Contract may fit your needs and lower your costs. 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 
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Capitalize on Your 
Advertising Investment 
[CONTINUED FROM PAGE 99] 


knows how. If a store runs white space 
blank, it knows it is not advertising. If 
it runs white space with an illustration 
and a few indifferent lifeless words in 
it, it still is not advertising—but it is 
less obviously not—and the store doesn’t 
stop to realize it. 

Advertising, rightly used, is a selling 
force. It is not simply publicity for 
low prices, a listing of availabilities, a 
lyrical or off-beat picture without ser- 
vice-rendering accompaniment in copy, 
or any of the other innocuous and illy- 
considered space-filling imitations of 
SELLING MULTIPLIED. 

Take up right now the last half-dozen 
ads you have run. 

Stand up—imagine that a typical 
customer or prospect of your store is 
seated before you—a reasonably good 
prospect for the kind of shoe in the ad 
in your hand. Now—read that ad aloud, 
all of it—to the imaginary customer. 
Read it as though you were trying to 
impress her and serve her well by sell- 
ing her precisely the right shoe. Be 
objective and honest. Would the ad 
you just read aloud actually im- 
press anyone with your store, or the 
shoe? Assuming she could see only the 
illustration in the ad, would she have 
any really intelligent impression of the 
shoe, supported by the words you have 
read aloud? Well—what are you adver- 
tising to do? 

Is what you read aloud something 
you are happy and proud to sign as the 
very best kind of selling message the 
best brains in your business can devise 
to say to busy, harried, hurried, ha- 
rassed women—out in their busy work- 
a-day, rub-a-dub, preoccupied world? 

Repeat this reading aloud process 
with all six of the ads. What selling 
influence are you getting for your ad- 
vertising dollars? 

Face the facts of life. 

Your newspaper reaches most of the 
worthwhile people in your community 
who have money to buy shoes. Not all 
women read all shoe advertising all the 
time. Nor do men. You shouldn’t ex- 
pect them to. But about the time they 
begin to think of a new pair of shoes 
they begin to be conscious of—and to 
perceive—shoe ads in the paper. If an 
illustration looks promising, and a 
headline reads interestingly, they'll 
start to read copy. 

Then you should be selling—fast— 
effectively. 

How do you do it? 

All good selling is serving. Help your 
customer to know and understand what 
you offer so she can select, 

What will the shoe mean to her? 
What will it do for her? How will it 
make her feel, and look? What will it 
do for her wardrobe? Is it up to date 
—in style. Is it new, in fashion? 
What's it made of, in what colors? Has 
it any special features? If she’s a pros- 
pect at all, she’s interested. If she’s 
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not a prospect by any stretch of the 
imagination, she’s not interested in you, 
and you’re not interested in her. (If 
you are, the best way to interest her 
in you—even if she’s not a prospect— 
is with a really good ad. Such an ad 
might interest her, and do you some 
good. The luke-warm pap called “ad- 
vertising” in most places, can’t and 
won’t.) 

Tell her the price, and why the shoe 








spring shoes 
for boys and girls 
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(A) The Shelby Wingtip. A boy's shoe 
in rich antique brown, 

(B) The Amore strap in black patent, 
blue or white leather. 

(C) The Barton saddle oxford. Black 
and white or brown and white, 

(D) The Fran pump in black patent, 
navy, white or. pink, 


Children's Shoes~Downtown, 3rd Floor; 
Southgate, 2nd Floor 


tires 
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Part of a page for a department store. 
No selling required. Here, in effect, the 
store says: “Madam, we have Blank 
shoes. If you are familiar with them and 
like them and care to come get some, 
OK by us. But we certainly aren't going 
to waste any time, space, words, or 
breath trying to tell you about them. 
Buy shoes any place you want to.” 


is worth it. Value to her may be pride, 
or fashion rightness, or comfort, or fit, 
or admiring glances, or wear. But be- 
lieve me she wants value in what that 
particular shoe does for her. 

Have you a really fine shoe salesman 
or saleswoman on your floor? Someone 
who has a keen sense of style and right- 
ness, someone who appreciates work- 
manship, and the subtle and intricate 
balance among many factors that 
makes a woman’s shoe, at any price, 
little short of a miracle! 

A salesman who knows and under- 
stands women? One who knows that 
many a spirit is lifted on a high heel 
—that a trim shoe with a dash of extra 
smartness in it is worn in a woman’s 


emotional middle as well as on her 
foot? One who knows that a tough day 
has a pick-me-up romance in it every 
time a woman looks at a new shoe that 
turned her head—and will turn others? 

Listen to that salesman sell. Listen 
intently. If you’re not on the floor a 
lot, if you’ve been accepting the easy 
business that comes your way, if you 
haven’t been selling shoes lately—listen, 
go any lengths or distance to listen 
to a good shoe salesman sell shoes. 

In his every movement there is re- 
spect for the shoe and for the woman’s 
sensitive reaction to it. His apprecia- 
tion of his merchandise is contagious. 
He handles even a cheap shoe like the 
wonderful symphony of design and sen- 
timent and verve and material it is. 
To him a shoe is not something with 
which a woman is shod. It is the dif- 
ference between shabbiness and smart- 
ness—between “no appeal” and sex ap- 
peal—between “a foot” and something 
to admire. 

It would be exaggeration to say he 
makes love to the shoe. It would be 
an understatement to simply say he 
holds it before her. 

How in the world can advertising 
sell unless it reflects some of the es- 
sence, some of the fundamental under- 
standing and appreciation of such a 
salesman? 

Think, my friend. An entire world 
of industry gathers materials and ideas 
from all over the earth—invents and 
details machinery to do intricate and 
delicate things precisely and to perfec- 
tion at fabulous cost. Men and women 
perform a hundred, yes—if you go back 
far enough to sources—a thousand 
functions to create and deliver a few 
appealing shoes to your store. Comes 
the day to prepare an ad. What hap- 
pens? 

In a completely impersonal and hum- 
drum way—lazy, cloddish words are 
thrown into a paragraph like potatoes 
into a sack, and through the astounding 
magic of a printed message multiplied 
by a million or a hundred thousand in 
only a few hours, your dull message is 
placed in the hands of almost all the 
prospects in your entire area, What a 
fabulous opportunity! But instead— 
what a letdown! What an anti-climax 
—for it was for this moment—when 
woman’s eye meets your message—that 
all these preliminaries were painstak- 
ingly arranged and melded into a prod- 
uct for you to sell. 

It’s not what you put out for space 
that makes your advertising great or 
good. It’s what you put into it. $100 
worth of space may have fed into it 
only three dollars’ worth of true ad- 
vertising—selling warmth, enthusiasm, 
and wisdom. Does that give you a $103 
ad? No. It gives you a $3 ad run in 
$100 worth of space—and if you neglect 
this explosive wonder of circulation to 
all the prospects of your area, as most 
merchants do, you deserve only the 
fractional response most stores get on 
the average. 


[TURN TO PAGE 124, PLEASE] 
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In Fashion’s Forefront 


[CONTINUED FROM PAGE 103] 


MorE clarity of color marks Colonial Tanning Com- 
pany’s Resort-Spring collection of sport leathers. Major 
tonalities are Carnation Pink, Dresden Blue, Sunflower, 
Jade and Jack-o-Lantern with a complementary white 
named Gardenia. Peanut, a shade with volume possibili- 
ties, is a pale beige neutral while Raisin is a lighter taupe 
shade. 

In smooth dress Leathers, Jane Wheeler spotlights 
Wedgwood . . . expressing the belief it will be volume as 
it answers the need for a new blue to complement ready- 
to-wear. Supplementing its brown leather series, Colonial 
has introduced a new pure aniline finish in Brass as well 
as the full range of brown tones. 

The trend toward colored patents, first noticed this 
past spring season, continues for °57 with red, navy and 
brown (combined with white) to be used in sandals and 
closed pumps. Adding impetus to this trend are the colors 
seen in Colonial’s “Firefly” series, patent leather with a 
glittering under-surface. Created to stand alone or to be 
used with accents of black patent or other textures, the 
“Firefly” colors include gray, red, green and teal blue. 


ee ee 


THE plumage of three birds has inspired the Resort 
color presentation of the A. C. Lawrence Leather Company 
. . « the Flamingo, a strong pink; the Goldfinch, a golden 
yellow; and the Blue Heron, a blue turquoise. All three 
of these bright pastels are being offered in various tan- 
nages including unlined suede, Mattine—a mat finished, 
shrunken grain, and a polka dotted lining of the bright 
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mecuchasdlite — 


Sells More Merchandise—Monarch price-marking 
inspires confidence, gives sales and stock information, 
answers customers’ questions, encourages impulse buy- 
ing, increases self-service sales. 


insures Selling at Correct Price—The Monarch price- 
marking machine price-marks tickets, tags and labels 
neatly and accurately. Ends the price mistakes and losses 
resulting from faded, smudged pencil price-marking. 
Adds to Profit—Correctly price-marked tickets give you 
“extra salesmen’ for your merchandise. Every item 
picked up from open displays for price examination is 
half sold. 


1 demonstration without obligation, tear out the 


attach to your letterhead and mail to us 


The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio 


1 am interested in a Monarch Junior price-marking machine, 
Send me some information on it—without obligation. 


Name 








color on white. Dorothy Anderson, fashion consultant to 
the Peabody, Mass., firm, reports Flamingo is the color 
attracting top interest with Goldfinch running second. 

Another important promotional color in the Mattine 
finish is Wedgwood green, a soft, muted gray green in- 
spired by the china color. A cool, fresh-looking color that 
has been matched to next-season linens and other fabrics, 
it looks particularly good when combined with white . . . 
in a spectator style, for example. A men’s version of 
grayed green is Edelweiss Green, in keeping with the Ivy 
League look. 

Supplementing former presentations of Flight and Wedg- 
wood Blue, A. C. Lawrence rounds out the blue family 
with Regent, a blue that’s lighter and brighter than navy. 





Inside Shoe Business 


[ CONTINUED FROM PAGE 109] 


tries depending heavily upon the selling job done by the 
nation’s estimated 170,000 retail shoe salesmen and their 
bosses. When you figure the non-selling and non-productive 
time accrued by these stores, and by these 170,000 retail 
salesmen over the course of a year, the total figure is stag- 
gering. Time waiting for customers they can serve; or 
non-productive results with customers served; or wasted 
time and effort in the selling process itself. 

Every shoe store, and the industry as a whole, has within 
its power the realistic opportunity to sell more pairs by 
stepping up retailing efficiency—by applying “productivity 
measurements.” That calls for more direct attack upon the 
problems of selling. We should be mindful of Confucius’ 
wise words: “Salesman who cover seat instead of territory, 
end up on bottom.” 


Boot and Shoe 










Recorder 














Why Customers Gripe 


IN many lines of retail business today, the greatest gripe 
of customers is simply that they cannot get waited on soon 
enough—that many retailers do not have enough sales 
people on hand. 

One authority for this is J. R. Ozanne, Chicago, a mer- 
chandising counselor who has a crew of 1800 merchandise 
shoppers throughout the nation. They visit retail stores of 
many types for manufacturers, wholesalers and trade asso- 
ciations to check on merchandising conditions. Mr, Ozanne 
states that when his organization made such a report on 
store findings, many retailers were amazed. They thought 
they had enough clerks to handle their store traffic. 

Many retailers cut down on their sales forces for a 
number of reasons. One is that the wage scale is con- 
stantly rising and that a sales person’s annual salary 
amounts to a sizable sum. Many a retailer feels that by 
operating with one or two less clerks, he saves himself 
several thousand dollars. But if it is done at the expense 
of customer satisfaction, it is not saving in many instances. 

What can the merchant do to give each customer better 
service and yet not overload his expense sheet with em- 
ploye salaries? There are any number of things that can 
be done, such as the following: 

Every employe can be told in a sales trainng meeting 
that just about 99.5 per cent of all customers like to be 
waited on when they come into a store. If they can’t be 
waited on because someone is ahead of them, they at least 
expect attention. This the employe can give by a smile, a 
nod or a short greeting. 

All customers who enter a store today, especially men, 
can be considered wage earners whose hourly pay ranges 
from one to three dollars an hour. They do not like to 
stand around for 15 minutes to a half hour and thus lose 
what they think is the equivalent of that much pay. 

Once employes are made aware of the value of the cus- 
tomer’s time, they will speed up service as much as is 
feasible. 

There is no excuse whatever for employe failure to give 
normal service. This should and can be overcome through 
training. But rarely can a store regulate the amount of 
store traffic it may get on certain days and hours. 

Customers have a habit of visiting stores and buying 
whenever they wish, and this is one of the cherished privi- 
leges of living in a democracy. However, certain shoppers 
do their buying at specified, regular periods, and these 
groups are large enough so that special preparations can 
be made to handle them. 

If a merchant makes a traffic study of his store on heavy- 
traffic days and seasonally, he will have a fairly good idea 
of the days and the periods when he is likely to have a 
large number of customers in his store at one time, all 
wanting attention as rapidly as possible. 

In some retail organizations, it is possible to have the 
cashier, the bookkeeper or the boss, lend a hand in selling, 
so as to handle congested store traffic conditions. Store 
owners need not be too proud to take their turns at counter 
selling to alleviate the clerk-shortage period. Customers 
like to have their personal service. 

Customers who must wait overly long for service do not 
like to see a retailer doing his desk work in plain view, 
while they—the people with spending money in their 
pockets—must wait. 

Every store has its slack periods, times when many em- 
ployes have little or nothing to do. In such periods, it is 
wise to have a plan for placing merchandise and sales 
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aids, such as wrapping materials, in sullicient supply and 
in strategic locations so as to save countless steps when 
buying rushes occur. 

A step saved during idle time is worth 10 during a rush 
period, for when a clerk must take extra steps to serve one 
customer, all the waiting customers must wait. 

The attitude of employes during a rush period means a 
great deal to customers. A tired, grumpy, obviously dis- 
tressed clerk embarrasses many customers and accentuates 
the irritable waiting for service. On the other hand, a 
cheerful, steadily working employe who gives everyone ser- 
vice and attention in turn, eases the situation. 

If a store gets the reputation of being an establishment 
where “one can never get waited on fast enough,” a certain 
percentage of customers are eventually going to drift to 
other stores where they can get better service. 

If all of the above measures are studied and used and 
the traffic flow is not handled quickly enough, it is obvious 
that a store does not have enough trained clerks. Some- 
times the adding of an extra employe will ease the situa- 
tion, speed service and hold many customers. 


Children’s Portraits. Make Good Ads 


REMEMBERING the fact that everybody enjoys looking 
at pictures of children has been the basis for a highly 
unusual new newspaper advertising program developed by 
Ernie Brewer, head of Ernie Brewer Children’s Shoes, 
exclusive shoe store in Phoenix, Arizona. 

He noted the interest which his own wife and 
women customers displayed in photographs of Phoenix 
children which were run in the society section of the 
evening newspaper. This encouraged him to look into the 
possibility of running pictures of some of his own youthful 
customers in newspaper display ads, “decommercialized” 
to put maximum emphasis on the appeal of the children’s 
portraits. Accordingly, Brewer conferred with a local 
newspaper which added a valuable suggestion in offering 
to provide a better reproduction job on the pictures by 
running them in its rotogravure magazine section each 
Sunday, titled “Arizona’s Days and Ways.” Also, the 
Arizona shoe retailer found, the newspaper was willing to 
handle the engraving costs for the cuts as part of the 
overall price of the ad, rather than subjecting him to that 
expense. 








Style and Color for Fall Shoes 
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The U-throat bal oxford in charcoal gray shaggy leather 

and the camel's hair color casual with fringe apron collar 

and strap are by Little Yankee Shoemakers. The black 

patent leather step-in with the black kid drape across 

the vamp, which is by Ed White Junior, can be used for 
school or party-ing. 
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Capitalize on Your 
Advertising Investment 
[CONTINUED FROM PAGE 121] 


If you have good offerings at right 
prices, and put them in your paper at 
the right times, you cannot fail to have 
advertising success—if you say the 
right things. You must woo the woman, 
not alone with art but with the words 
that any competent shoe merchant or 
seller should know. They need not be 
many words—though many, if they are 
pertinent, precise, and potent, may sell 
more shoes—but they must be alive and 
carbonated. They must sound like a 
vital message from a living individual 
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to another living, dynamic, responsive 
person. 

If you can’t get your copy done by 
a superbly good copywriter, wrinkle 
your head thinking up the very best 
things you would say on the floor about 
the item. Get them down on paper. Cut 
out all words that don’t move the sell- 
ing story forward. Make what you say 
help her know and feel and vicariously 
experience what you are offering. Whet 
her desire. Support the benefits you 
promise with believable explanation. 
Enable her to believe what you say. 
Then invite her in, warmly. You’re 
proud of your shoes? You can delight 
her with them, can’t you? Do your ads 
reflect that? 








I was in the home of a prominent 
merchant. At the breakfast table, he 
excused himself to cross the room where 
his small son was squeezing oranges. 
“Look, Dick,” said the man, “that’s no 
way to squeeze an orange. Those or- 
anges cost about seven cents apiece. 
You’re getting only half the juice out. 
Do it this way.” And, rightly, he 
showed the child how to get all the 
juice out of a seven-cent orange. 

Later in the forenoon in his office, 
I was leafing through his ad book at 
his request. “How much did this orange 
cost?,” I asked. He said: “Orange?” 
“Yes,” I replied, pointing to a half-page 
ad. “This ad is an orange. You bought 
it as a selling opportunity from which 
I suppose you intended to squeeze all 
the response—all the juice—you could. 
But nobody squeezed it dry. Nobody 
made any effort to get all the juice out 
of this expensive orange for you.” 

“That ad—that orange —cost over 
$300!” he said. “What’s the matter 
with it?” 

“There are probably twenty places 
here where intelligent squeezing, in 
keeping and in character with your 
fine store, would have yielded you juice 
—but no squeezing was done.” 

“Name them,” he said. 

“You count,” and I started pointing 
out weaknesses. Unrevealing art. Weak 
headline. No benefits or promises, or 
interest of the prospect. No appeals. 
No clarity. No whetting of desire. No 
interesting story. Poor inert copy. In- 
adequate information. No woman could 
learn what a prospect would want to 
know. Poor communication qualities. 
Type inversion. Bad type selection. No 
selling words. No invitation to act. 
And so on, 

At twenty he cried, “Stop. I should 
fire my whole ad department!” 

“No,” I answered. “That wouldn’t 
do any good. Better advertising must 
begin with you. You have been approv- 
ing what’s been in the papers. You 
have to begin to think hard about your 
advertising. Put the test of reading 
it aloud to work. Read about advertis- 
ing enough so that you can come to 
demand advertising strength and power 
and you'll get it.” 

So is it with the shoe merchant. 
Men’s, women’s, children’s shoes—it’s 
all the same. Weak and insipid, inade- 
quate copy. Or dependence on radical 
art work, or sale prices, or gimmicks 
to get readership and response, a sac- 
rificing of gross profit to lure buyers 
in. Use of 220-volt bargains to over- 
come the weakness of six-volt copy! 

A merchant who would make a fuss 
over a person’s using six-cent stamps 
on three-cent letters, will permit an 
employe—or someone—to determine the 
value of all the space he uses, without 
being sure that person knows at all 
how to sell in print. Because, for cer- 
tain, the message that goes into the 
white space determines how much the 
space will be worth to you. The man 
who won’t let a seven-cent orange be 
wasted, will waste $100 selling oppor- 
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tunities over and over and think noth- 
ing of it. 

The greatest opportunity for profit 
improvement in shoe business today is 
in advertising improvement. 

Take a pencil and figure it out. If 
your copy is the usual minerun stuff— 
still you’re paying all your overhead 
and probably making a profit in spite 
of it. Now—if you will truly improve 
your selling copy, so every ad dollar 
does 50 per cent more. or 100 per cent 
more work, or even 25 per cent more, 
you will have many, many PLUS NET 
PROFIT DOLLARS in that PLUS 
RESPONSE from the same old ex- 
pense dollars. For none of the GROSS 
PROFIT has to go to pay fixed ex- 
penses. Most of GROSS is NET. 

That’s why improved selling copy 
provides GREAT LEVERAGE in the 
lifting of profits. Why don’t you cash 
in on this forgotten truth? 





Shoe Department Maintains 
Customer Relations by Mail 

DoTHAN, ALA. An “automatic 
follow-up” whenever a regular custo- 
mer suddenly ceases to visit the store 
has been a prime factor in maintaining 
women’s shoe sales at Blumberg’s, de- 
partment store here. 

Mack Jones, women’s shoe buyer, 
makes use of a form letter to establish 
contact with all customers who have 
suddenly disappeared from the scene. 

It has been successful in bringing 
back at least 50 per cent of those who 
have drifted away for one reason or 
another. 

There are several means of determin- 
ing when a “regular” suddenly stops 
buying, according to Mr. Jones. First, 
of course, there is the store credit 
department which passes the notation 
along to Mr. Jones whenever the 
customer’s charge account has not 
been used for a considerable length of 
time. Then, of course, in a small com- 
munity of 20,000 persons most sales- 
men are familiar enough with their 
customers to actually miss them when 
a shoe customer doesn’t make a repeat 
visit for a period of several months. 
Likewise, Mr. Jones makes it routine 
policy to follow the newspaper closely, 
reading the society and women’s 
pages, which is a thoroughly effective 
way of reminding himself that he has 
not seen a specific customer for some 
time. 

Whatever the source may be, each 
customer is followed up via the same 
form letter. This, with the greeting, 
“Dear Customer,” explains simply that 
the store has missed one of its old 
“favorite customers” and that the shoe 
department is anxious to be of service 
as in the past. An invitation to drop 
in for nothing more than to say “hello” 
is always included. Printed in a type 
script which closely resembles long- 
hand, the letters are sent out by the 
shoe department, each individually 
addressed to the old customer and Mr. 
Jones usually adds a postscript with 
a cheery greeting of his own. 
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Sent via first class mail these follow- 
up letters are valuable in determining 
when a customer has moved away, in 
uncovering rankled tempers, where a 
customer feels that he has_ been 
slighted, and otherwise establishing 
the availability of the customer, ac- 
cording to Mr. Jones. 

Probably the most valuable feature 
is the use of the cards in reestablish- 
ing good will where it has been lost 
through some oversight. Customers can 
be lost, Mr. Jones pointed out where 
a regular, waiting for a salesman, sees 
someone else waited upon out of turn, 
simply because the salesman was pre- 
occupied and failed to keep track of 
his customer’s turn. Or, as_ has 


frequently occurred the customer may 
be disappointed in a pair of shoes 
purchased at the store but being of a 
retiring nature did not come in to 
complain about it. In any such instance, 
the Blumberg women’s shoe department 
is quick to reestablish goodwill, making 
any adjustment which will mollify a 
discontented customer and put her back 
in the regular buying ranks. 

In many instances, of course, the 
“disappearance” of a valued customer 
is traceable to illness, the family mov- 
ing away, an injury, and the like. In 
most of these cases, the women’s shoe 
department sends a card of condolences 
with the wish that the customer has a 
speedy recovery. 





td 
> 
7 > 
*a>y-- e 3 * 


“grinning seams.” 








from every angle... 


FARBER WELTING 


Makes better shoes... 






makes shoes better 


In Production . . . Farber Welting molds to the shoe . . . leaves no 


In the Retail Store . . . Farber’s complete range of decorative and 
plain weltings are styled for eye appeal. 


In Actual Use . . . Farber Welting resists shrinking, curling and 
cracking because Farberizing replaces water soluble tannins with 
our scientifically developed re-tannage. 


L. Farber Welt 
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Review of the 
Retail Trade 


[CONTINUED FROM PAGE 108] 


In casuals, flats are popular, selling 
at $9.95. These come in white leather 
or in pastel mesh. Some are deco- 
rated with gold embroidery. Black 
flats in leather also had good sale. 

Promotion of men’s shoes for 
Father’s Day was heavier than usual 
with a large amount of newspaper 
advertising, suggesting popular styles 
for gifts. Casuals were given the 
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most lineage. Moccasins in soft leath- 
ers, soft-soled slippers of leather and 
canvas shoes with cushion crepe soles 
in lower or medium price brackets 
sold best. In higher price shoes, 
moccasin casuals had good sale. 

Sale of children’s shoes for sum- 
mer play has been very good. Bare- 
foot sandals and rubber-soled canvas 
shoes are leaders. These are selling 
well for use at lake cottages. 

On the whole, merchants are well- 
satisfied with sales although they are 
finding it necessary to give much 
thought to promotions. 

















St. Paul 


THERE has been much interest in 
St. Paul in strictly summer shoes, 
featured strongly for extra sales by 
merchants. Color promotions, in con- 
nection with summer costumes, white 
footwear and play shoes have been 
played up with good results. White 
is number one for street and dress. 
Play shoes have moved well in colors. 

Maurice L. Rothschild and Co. had 
a summer sale of leather sandals in 
soft kid, with cushiony platform soles 
in beige or white at a special price 
of $5.00. It also featured wedgies in 
punched white leather at $11.95 and 
in white or beige mesh at $10.95. 
Field-Schlick, which is celebrating its 
centennial, ran a centennial special of 
a white Milan straw sandal for sum- 
mer costumes, selling at $16.95 and 
white calf pumps with elastic batiste 
at the same price. 

Saddles have been very good, in 
feather-weights with tapered toes and 
low sides in blue and white, black 
and white and gray and white, selling 
for $8.95. 

Many stores have been featuring 
clinic shoes for nurses and others 
who wear white in daily work, stress- 
ing lightweight, and inner support 
combined with good looks. Prices ran 
from $8.95 to $10.95. 

The Golden Rule featured punched 
pigskins in two heel heights in pumps, 
flexible and light weight with cush- 
ioned in-soles, selling at $8.95. 

Summer party-goers and shoes for 
weddings have received many promo- 
tions. Tintable shantung and white 
lace have been favorites. Noted also 
were white party slippers with gold 
touches with high heels or wedges, 
selling for $10.95 and $11.95. White 
luster in halters at $16.95 has also 
had good sale for festive occasions. 

In men’s shoes, country casuals in 
genuine glove leather, in colors to 
harmonize with casual clothes, have 
been popular. Light-weights are be- 
ing shown in window displays for 
summer wear. 


Park Plan Mushrooming 


Wasuincton — Local businessmen 
invested about $4 million in downtown 
parking garages and plazas last year, 
and expect to spend 20 per cent more 
than this—around $5.5 million—in 
1956. New downtown parking garages 
are mushrooming in the capital. Near- 
ly all downtown merchants offer re- 
duced rates for parking under a co- 
operative “Park and Shop” plan in 
which the patron’s first hour of park- 
ing is paid, 
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Patrons Cooperate to Turn Over Plus Business for Shop 


LONGMONT, CoLo.—A highly profit- 
able source of extra “plus business” is 
the novel “Budget Shop” which has 
been operated at the left rear of 
Brown’s Shoe Fit Store here, for the 
past six years. 

Brown’s Shoe Fit Store, in operation 
in Boulder for more than four years, 
is one of the oldest shoe dealerships in 
northern Colorado, founded by Win 
Brown, shortly after the turn of the 
century. Brown’s Shoe Fit Store has 
never featured any sort of budget- 
priced department until six years 
ago when the store management deter- 
mined to convert “excess space” at the 
left rear of the store into a compact, 
separate “Budget Department” which 
would appeal to lower-income custo- 
mers. The space here was ideal for 
the purpose, some 20 feet deep by 12 
feet wide and adjoining the main 
store through an archway. 

To make possible operation of the 
Budget department at minimum ex- 
pense, the store then set up a clever 
departure from clerk service methods. 
An open display of 200 samples of 
right shoes on three suspended shelves 
along the left side of the showroom. 
Two signs above point out “Fit Your- 
self!—Sizes Marked In Shoe—Right 
Shoe Only On Display, Left Shoe Is In 
Box Below.” Another section of the 
sign points out that Colorado State 
Law requires that socks or hosiery be 
worn while trying on the footwear. 

In this way with a huge assortment 
of sizes and styles in completely open 
display and the sign inviting customers 
to take over the fitting responsibility 
for themselves, the Budget Shoe de- 
partment went into highly successful 
operation while adding no personnel 
costs whatsoever. Each right shoe 
placed on display was carefully marked 
for size with a china pencil for the 
benefit of those who cannot read 
ordinary size coding. Each tap on heel 
was assigned a number with the num- 
ber duplicated on shoe boxes along 
both shelves just above the floor so that 
the customer after finding the sample 
right shoe to his satisfaction, could 
readily hunt up the left. A_ sticker 
label on top of each shoe carton sug- 
gests that the customer bring the 
box along with the shoes to the 
ceashier’s stand at the front of the 
store—thus eliminating the problem of 
empty boxes automatically. 

“We have been thoroughly pleased 
with the results,” Keith Brewer, as- 
sistant manager, indicated, “the Budget 
department featuring price reductions 
which average to from five to 10 per 
cent has been adequate to attract a lot 
of lower-income customers whom we 
would not likely see otherwise.” 

Since most of them wait upon them- 
selves, calling for a salesperson only 
where there is some question as to the 
leather in the shoe, style, etc., has made 
it possible to operate the department 
with a minimum amount of man hours 
consumed, In this way, we feel that all 
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sales in the Budget department are 
definitely ‘plus business’ over and above 
volume sold in the regular shoe depart- 
ments.” 

As might be expected, there has been 
some pilferage problem in the fact 
that Budget Shoe department custo- 
mers are left entirely to their own 
devices while in the store. However, 
the use of inconspicious warning signs 
and the fact that even during busy 
periods shoe clerks drop into the de- 
partment for a “look around” has cut 
this problem down. 

Recently, Brown’s Shoe Fit Store 
set out on a remodeling program in 
the Budget department which will 





increase the amount of display capac- 
ity, provide extra seating, and other- 
wise produce a more attractive eye- 
appealing shoe department. 





Junedale Shoes Opens Shop 


Detroit—Junedale Shoes has opened 
a new popular-priced shoe store at 5053 
Broadway, Gary Ind. The salesroom 
area is 25 by 40 feet, and equipped with 
fluorescent lighting and radiant heat. 
The display front features two 10 by 
10 foot windows, four feet deep with 
low platforms, flanking a center 
entrance, allowing maximum display. 
Fittings of the store are in a modern 
style. 


Fall Footwear that Moves 


DICKERSON SHOES 


: 
; in Velvety Suede 











SHAG 
AAAA-C 5-10 
Brown Suede 
Black Suede 








LUELLA 
AAAA-C 5-11 
All Blue Suede 
All Black Suede 
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RIPPLE GRAIN—brown, 
black, brown & white 


¢ new stylish design—mothers think it’s 
cute” * new 2-eyelet moccasin—easy for 
little ones to lace ¢ new right-and-left quarter—easy to fit, ankle 
feels good right away * new ball heel—holds fit without rubbing 


ORDER—OR REORDER NOW! SIZES 5 TO 9 A-E WIDTHS. 


G.W. CHESBROUGH, INC. 


797 SMITH STREET - 





ROCHESTER 6, N.Y 











Store Redoubles Work Shoe Traffic by Use of Survey 


DENVER — Work shoe sales have 
doubled and doubled again, at the 
suburban store of A. G. Eaker Com- 
pany, since a “planned program” aimed 
at increasing sales in this division 
was developed in the men’s shoe de- 
partment, 

Last year, reports Johnny Bacher, 
assistant manager of the men’s shoe 
department, the Eaker store took a 
survey of its trade area and found a 
preponderance of working men in the 
local population, consisting of the 
Denver suburb of Valverde. A look at 
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the city’s directory which lists ad- 
dresses, names, and occupations, show- 
ed at least 60 per cent of the family 
heads in the area were engaged in 
some sort of heavy work who would 
benefit by properly chosen work shoes, 
and on the strength of this information 
the Eaker store developed an ag- 
gressive sales program. 

“We use window displays designed 
specifically to appeal to the working 
man,” Mr. Bacher said, “on the average 
of once every two weeks. The display 
includes in addition to work shoes, such 





staple work clothing items as shirts, 
blue denim pants, and heavy jackets 
from our men’s clothing department. 

“By repeating the display every 
other week we took advantage of the 
fact that West Alameda Avenue, in 
front of the store, is traveled by many 
thousands of working men daily. In 
between, the window displays are of 
men’s and women’s fashion shoes so 
that we run no risk of losing our 
identity of a fashion shoe set up as 
well.” 

The number one factor in boosting 
the sales of work shoes, Mr. Bacher 
has found, has been the constant 
identification of every pair shown in 
the store windows with specific types 
of work. For this reason, small inch- 
wide strip signs are posted with every 
pair, each sign emphasizing a par- 
ticular feature of each pair of shoes. 
Typical features include steel shanks, 
all-tanned leather, steel safety toes, 
retanned corals, high ankles, insulated 
models, dress work oxfords, work soles, 
heavy composition soles, and spark- 
proof shoes. In every case, the shoe is 
identified with one or more of the 
local occupations. 

Such close identification of every 
pair of shoes with the type of work for 
which they are designed always catches 
the attention of men passing by who 
are working in that field or a kindred 
one, according to Mr. Bacher. “We were 
surprised to find ourselves deluged 
with customers from the Colorado 
Public Service Company, our local 
electrical utility, soon after we showed 
high-ankle insulated boots for everyday 
outdoor wear,” Mr. Bacher said. 

“Although we have made no attempt 
to tap this market, we found the first 
utility worker who bought a pair of 
boots and found them ideal for the 
purpose, told a lot of his fellow 
workers about them with the result 
that we sold out on the most popular 
number in less than a month’s time. 
This encouraged us to devote a window 
display to telephone workers and we 
got just about as agreeable a response 
from linemen and truck drivers.” 

Included in the Eaker’s store shoe 
inventory are nine styles of work shoes 
and five types of boots. More will be 
added during 1956, particularly in 
safety toe models, as the result of the 
recent construction of a huge new 
Martin missile plant near Denver, 
which will employ thousands of factory 
workers. 

Probably the most interesting feature 
in the heavy turnover of work shoe 
sales in the Denver store is the fact 
that there has been no specific expense 
for newspaper advertising, or direct 
mail involved. “We simply worked up 
to the fact that a work shoe market 
existed and made a determined effort 
to attract such customers,” Mr. Bacher 
said, “Naturally, this is a step which 
we should have taken several years 
ago.” 
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‘Shoestring’ Footwear Business Prospers 


WAUSAU, WIs.—Twin brothers, who 
virtually began business on a “shoe 
string” 22 years ago, have built— 
entirely through their own effort and 
ingenuity—a thriving footwear busi- 
ness on Wausau’s West Side. 

Edwin and Marvin Baeseman con- 
duct their business under the name of 
“Baeseman Brothers.’’ They are co- 
owners, co-managers, stock clerks, 
buyers, salesmen and even excellent 
cabinet makers. 

They themselves planned the layout 
of their store and made all the modern 
equipment, with the exception of fluo- 


rescent lighting fixtures and floor 
covering. 

The equipment includes all the 
counters, display tables, shelving, 


benches and other furniture, which 
they made at night and at other times 
they were not attending customers. 

The business which they have built 
is entirely of their own making, for 
they have never received any help in 
its operation down through the years 
some of which were pretty lean ones. 

It was back in 1934 that the brothers 
began selling footwear. Prior to that 
Edwin was employed in a local ice 
plant, and Marvin was a chauffeur. 

“Our brother-in-law,” explained 
Edwin, “operated a shoe repairing 
business and Marvin and I, when we 
weren’t working, used to watch farmers 
come into the shop and ask for rubbers. 

“Our brother-in-law didn’t carry any 
rubbers or shoes—just did repair work 
—so we asked him if he would put 
some in the shop. We started with only 
six pairs of lumberman’s boot bottoms 
and, when they were sold, we ordered 
12 more pairs. What profit we made we 
put right back into increasing our 
stock. 

“Then customers began asking for 
shoes,” Edwin continued. “We put in 
a few pairs and, when those were sold, 
we used the profits to order more. 
Gradually our footwear sales increased 
to the point where we had to open our 
own store to take care of our customers 
properly. Since then we have moved 
four times—always to larger and better 
quarters.” 

Now, in addition to footwear, the 
brothers handle some dress and sports 
shoes, sportswear and other types of 
similar merchandise. They have con- 
structed two large additions to their 
present building, which they acquired 
in 1944, 

Their customers consist of working- 
men, for the most part—farmers, paper 
mill employes, woodworkers, metal- 
workers and similarly-employed per- 
sons. They also have many customers 
who drive to Wausau from points as 
far as 60 or 65 miles away. 

“Ninety-nine out of 100 customers 
look for quality first and price second,” 
Marvin said. “They want shoes which 
will stand up under hard wearing con- 
ditions. Once in a while we get a 
customer who asks about price first, 
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but not very often. 

“The great majority of our repeat 
customers know that we try to give 
them the highest quality merchandise 
at the most reasonable prices possible. 
They know we don’t try to sell them 
merchandise of inferior quality just 
because we could give it to them at 
cheaper prices.” 

Baeseman Brothers have no tie-ins 
with industrial plants or civic or farm 
groups. They do have the co-operation 
of other footwear stores in the city, 
however. These stores often send them 


persons who want footwear they do not 
carry, and the brothers reciprocate by 
sending to those stores customers who 
want dress or other types of footwear 
they don’t handle. 

“It was pretty tough going at first,” 
Edwin pointed out, “and there were 
times when we were almost ready to 
quit—especially during the Depression. 
Sometimes our day’s sales would 
amount to as low as two dollars, and 
there were days when we didn’t ring 
up a single sale. 

“We started a repair business and 
took on Army surplus goods for a time, 
and that helped us over the rough 
periods.” 
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In Juvenile Shoe Selling 


It’s YOUR Name That Counts 





Juvenile Shoes 


= come into your store looking for GOOD 


shoes, correct fitting, fair price and courteous service. 


.. and when they find them, you 
have made a customer and a friend. 
If one or more of these elements is 
missing from your selling formula, 
ALL the advertising power in the 
world will not make up for it. 


Your customers know YOU better 
than any brand name shoe. That is 
why the alert dealer never subor- 
dinates his own good name for any 
other. Protect your name and fu- 
ture with the finest shoes you can 
sell. In juvenile shoes, we believe, 
that means EPHRATA. We think 
you'll agree when you see them. 
Investigate today. 


To Retail $6.50 
to 


$7.50 


_ Shoe Company 


Ephrata Pennsylvania 
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PHOENIX, ARIZ.—A long-range per- 
sonnel plan, carefully gauged to “the 
employes point of view” has com- 
pletely eliminated problems of person- 
nel turnover in the women’s shoe 
department of Goldwater’s smart 
fashion store here. 

Buyer O. A. Brown feels that nothing 
is more costly to the shoe department 
than the loss of an efficient salesperson, 
and consequently, when he took over 
the department some two years ago he 
realigned the department’s personnel 
program to make Goldwater’s the best 
shoe department in the city for the 
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Theatrical Footwear, Ine. 
547 Wager Street, Columbus 6, Ohio 


Worlds fangest’ manulachwer and, distrintor of dence footwear 


The industry's standard 
of quality — yet at the 
LOWEST prices! 





Long-Range Plan Eliminates Sales Personnel Turnover 


salesperson’s benefit. 

First, inasmuch as the store which 
is owned by Senator Barry M. Gold- 
water of Arizona, deals exclusively 
in high-end, better-priced footwear 
with advanced styles, he concentrated 
on the hiring of expert, courteous 
salespeople with a flair for making 
multiple sales of top-priced-bracket 
shoes. Then, he laid out a program 
which makes for permanent satisfac- 
tion on the part of employes. 

“All of the ideas we used are based 
on practical experience,” Mr. Brown 
said, “First, we keep the same number 





of. salespeople on the floor the year 
around which means, of course, that 
commissions are correspondingly 
greater during special merchandising 
events, as the Easter and Christmas 
seasons. In other words, we use no 
extras at all. The employes like this 


plan fine, inasmuch as it insures far 
greater returns, and they are, of 
course, freed from the nuisance of 


training extras to help them with the 
job.” 

Along with this plan, Mr. Brown 
has placed full PMs on polish, findings, 
and supporting merchandise. This 
incidentally, has built up an impressive 
ratio of shoe polish sales per pair of 
shoes sold. 

On the social side, in addition to the 
traditional Christmas party, Gold- 
water’s provides a barbecue which is a 
sensationally successful event, and a 
number of dinners and _ luncheons 
through the year. 

“By and large the most important 
thing which we can do for our sales- 
people is to provide them with such 
an inventory they can always satisfy 
the customer’s needs,” Mr. Brown 
added. “This, we have found, builds 
a more confident and satisfied sales- 
person. As to the results, we have 
had no turnover of employes for more 
than a year.” 


Customers Learn ‘To Ask 
For Mate’ During Shoe Sales 


DOTHAN, ALA. — Whenever Louis 
Cohen, owner of The Shoe Mart here, 
pulls a sale, he invariably has a tre- 
mendous turnout, so large that on 
several occasions it has required police 
assistance to keep crowds from injur- 
ing themselves or the store. 

The reason is simple, says Mr. Cohen, 
who built the shoe department of his 
Cohen’s department store up into a 
large separate family shoe store during 
the past several years. “Whenever we 
have a sale, it is a genuine one,” he 
said, “instead of merely putting part 
of the stock on sale we make it routine 
policy to extend whatever markdown 
is featured for the sale to every pair 
of shoes in the store. Naturally, this 
has meant a problem in handling the 
event, but our results and the reputa- 
tion which we have achieved are ample 
enough to make it worthwhile.” 

Among the pains which Mr. Cohen 
has taken to make his “genuine sales” 
an outstanding success was the con- 
struction of some 200 running feet of 
lightweight wooden racks which are set 
out three feet from the wall on either 
side of the store, as well as in serrated 
rows up the center of the store to dis- 
play the right shoe of every pair in 
stock. A simple sign invites “Self 
selection—Ask for mate.” 

During the sale, at the average of 
three per year, he puts in extra seating 
facilities, encourages his customers to 
wait on themselves from the plainly 
marked size racks and to ask for 
the mate when they have decided. 
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Stylist Analyzes Shoe and Accessories Trend 





Allied Kid Fashion Consultant Foresees the Influence of Various 
Looks in the Resort-Spring-Summer 1957 Footwear Fashion Picture 


By GERALDINE EPP 


St. Louis — Three widely divergent 
factors will strongly influence the re- 
sort-spring-summer 1957 fashion pic- 
ture, Helene O’Hara, fashion consul- 
tant for Allied Kid Company, told 
St. Louis shoe manufacturers June 12 
at the Park Plaza Hotel here. They 
are the Americana look, particularly 
as emphasized by the Arizona desert; 
the Gainsborough look with portrait- 
prettiness; and the look of 1912, re- 
established by the top musical success, 
My Fair Lady. 

Such an incongruous combination of 
“looks” means that footwear-wise, the 
resort-spring fashions will demand 
both pale and positive accessories, 
Chiffons and sheers, reflecting Gains- 
borough canvases, bring along with 
them fragile hues and black with the 
white touch (a reverse of this in foot- 
wear can dramatize the trend). The 
Eliza of My Fair Lady, “an East End 
Dona with orange and red ostrich 
feathers,” demands unmistakable posi- 
tives. Americana, in colors, stands for 
lights and brights, for traditional gray 
and beiges. It also heralds the return 
of the red. white and blue trio, most 
effective when one of the three colors 
is a base and the other two used 
sparingly. 

A diversified assortment of leather 
colors and finishes apparently is neces- 
sary for resort-spring-summer. 

With this introduction, Miss O’Hara 
introduced Allied Kid Company’s range 
of colors and finishes for the resort- 
spring-summer season, 1957. Having 
mentioned black with white as a luxu- 
rious fashion well worth promotion, 
or white with black, the New York 
fashion authority put the fashion spot- 
light on gray. 

“Gray,” she said, “is being talked of 
as if it were a new discovery, and the 
girls in the gray flannel suits will out- 
number the men next year. Beige will 
still be with us, but gray is taking from 
its play. Gray will appear in prints, 
most often in combination with yellow, 
often with pink, blue and mauve.” 

She pinpointed gray, not just to ac- 
cessorize the briefcase girls in suits, 
but for elegant, dressy open-back 
pumps, flats and children’s shoes. 
Leather-wise, she suggested Mica for 
casuals; White Pepper, a shade bor- 
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rowed from the men’s glove gray, for 
a complete neutral to go with all col- 
ors; and Meteor, a handsome French 
gray with a tint of pearl for real news. 
Rock Candy, the grayish white, con- 
tinues as fashion-right as the palest 
gray tone. 

Bridging the gap between gray and 
beige, as the top-contending colors, is 
Southwind, a darkened neutral in the 
taupe family. Moving into the beige 
family alone, Meerschaum continues 
and as a desert-touched beige neutral, 
there is the bleached tone of Cotton- 
wood, for trim and tone on tone shad- 
ings. Buckskin Beige, inspired by the 
Americana pitch in fashion, is another 
light beige—a suede for one-color spec- 
tators or to join with black patent. 

For darker than beige footwear, 
Miss O’Hara suggested Mace as a nom- 
inee for softened spectators, all over 
or with white; Macaroon, a deeper 
version of Mace; Tonto Tan for slim 
punched pumps and city flats, alone or 
allied with black; and Sargasso, basic 
dark brown. 

Regarding blue, the stylist remarked, 
much of the play for the dark hue is 
going into clearer, lighter, brighter 
blues. “Darker blues are not yet ready 
to return in old volume,” she said. 

For the Gainsboroughs of fashion, 
there are those pastels, headed by two 
familiar tones, Pinafore Pink and 
Bubble Blue. Extending the group of 
water colors further, Miss O’Hara in- 
troduced Yucca Desert Melon, Cactus 
Green, Greenlea Mariposa. As their 
positive counterparts, Fair Lady col- 
ors, she suggested Paprika, Pinto Blue, 
Pueblo Yellow, Sundown and Wampum 
Green. 

Yellow, which overshadowed pink in 
many sectors of the country this past 
spring and summer, seems destined to 
take the ranking pastel position for 
1957. 

The Arizona-Americana trend indi- 
cates turquoise as a fashion leader. 

Three things point to a revival of 
red in footwear, Miss O’Hara said: (1) 
it was the color that led to the revival 
of colored suede; (2) the pink parade 
of four seasons deepens to red; (8) no 
other color has had the cover attention 
from magazines the vast few months. 

; [TURN TO PAGE 185, PLEASE] 





Chicago’s ‘State Street Days’ 
First Big Splash in 15 Years 


CHIcAGO—Music, special events, and 
stunts of every description will be used 
to transform Chicago’s downtown State 
Street, retail shopping center of the 
Midwest, into nine carnival-like blocks 
of shopping values on August 9, 10, and 

1 


Although special selling events are 
not uncommon in smaller cities, it is 
believed to be unusual for the main 
retail shopping district of a major city 
such as this. The event is a bid for 
business for the downtown as opposed 
to the outlying area. It it noteworthy 
because of the cooperation of major 
retail stores in a joint effort. Wearing 
apparel and accessories including shoes, 
and both hard and soft goods will be 
included in the promotional event. 

“State Street Days” as the event has 
been designated by the sponsoring 
State Street Council, will be the first 
all State Street cooperative merchan- 
dising effort in more than 15 years. 

Stores have purchased special qual- 
ity merchandise for the event. Values 
rather than bargains will be empha- 
sized. An unusual aspect is that all 
stores will use a common masthead 
in all their advertising efforts. Special 
window posters, streamers, drop-ins, 
and table tents will be used. Special 
“State Street Days” flags will fly 
from all 86 light poles. 

A gigantic rally of State Street store 
employes, complete with band music 
and singing, will kick off the event on 
the first day. This will take place in 
the morning, and the stores, in an un- 
precedented move, have agreed to open 
later than usual. A giant rally will 
be held on two blocks of roped-off 
street. 

Special events will include distribu- 
tion of free theater tickets and gift 
certificates, top notch entertainment 
from a ramp-stage right on State 
Street, special radio, and _ television 
shows. 





Third Beebe Generation 
Joins in Store Operation 


BATTLE CREEK, MicH.— Palmer A. 
Beebe, recently graduated from Har- 
vard, has joined his mother, Mrs. 
Palmer A. Beebe, as the third genera- 
tion of the family in the Beebe Shoe 
Store at 93 West Michigan Avenue 
here. 

Mr. Beebe has worked in orthopedic 
specialty shops in the Boston area and 
has been affiliated with the Boston 
Foot Clinic during his four years at 
Harvard. He will expand the correc- 
tive footwear service already offered 
by the store. 

Mr. Beebe’s grandfather, C. M. 
Beebe, established the local business 
72 years ago. His father was in the 
shoe business for 35 years prior to his 
death in 1952. 
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Exein, Itu.—Lads ’n Lassies Junior 
Footwear here is one juvenile shoe store 
that has made a strong bid to keep its 
customers until they go away to college 
or start to work. Emphasis on style 
for teenagers and special events to 
keep them interested in coming to the 
store, have made the older girls’ end 
of the business as important as the 
juvenile. 

Leonard Rumbold, owner, is well 
aware of the fact that for a certain 
number of years his customers are 
more or less “captive.” They buy in 
his store because their mothers bring 
them there. He also knows that when 
girls reach high school age, they have 
definite ideas about style, including 
shoes. He knows they have to be ca- 
tered to and appealed to. He knows 
if he doesn’t find a different approach 
and appeal they are likely to end up 
buying most of their shoes from the 
chains. 

Therefore, he pays just as careful 
attention to his teenage customers as 
to their smaller brothers and sisters. 
As soon as girls are old enough to 
notice and want style, he has the shoes 
for them. But he has shoes that main- 
tain the same standards of quality and 
fit that kept their mothers bringing 
them to the store for so many years. 
Because they like to be traded dif- 
ferently, he has set aside a separate 
fitting section known as the Senior 
Shoppe. Here, he carries as wide a 
range of styles as possible. These in- 
clude saddles, loafers, and sports type 
casuals and a large number of pump 
styles. Since the sizes run up to 11’s 
the store has gradually acquired a num- 
ber of adult customers who particu- 
larly like these types of shoes. How- 
ever, emphasis is on the teen angle. 


Store Widens Appeal to Include Teenagers 





Girls meet at style show to form teen-age style council for the Lads 'n Lassies 
Junior Footwear shop in Elgin, ill. They were briefed on dress and casual wear 
by Harold Hunt of Radcliff Shoe Company and Leonard Rumbold, store owner. 


By BERNICE STEVENS DECKER 


Two high school girls are employed 
part time to sell shoes in the store. They 
work during the hours the teenagers are 
most likely to shop. The girls have 
been exposed to a thorough training 
program by Mr. Rumbold, who makes 
it a point to personally check the fit 
of all shoes sold. These girls also help 
in selecting styles for the store, so that 
Mr. Rumbold is assured that he has 
the “teenage” slant in styling. 

Recently this teenage styling pro- 
gram was 2xpanded. A special style 
show was held in the store for a select 
group of junior and senior girls from 
the local high school. Harold Hunt, 
representing Prom-ettes of Radcliff 
Shoe Company, cooperated in the event. 
As the shoes were modeled, the girls 
were invited to give their comments on 
the styles and designs. A buffet supper 
was served preceding the event. Mr. 
Rumbold, in addition to commenting 
on styles, spoke on the educational op- 
portunities available in the shoe indus- 
try. He mentioned particularly oppor- 
tunities in designing and retailing. 

As a result of this party, a teenage 
style council has been formed. These 
girls will sit in on buying and their 
advice will be sought in working out 
styles especially adapted to local ideas. 
Girls from other high schools in this 
area and nearby communities will be 
included, 

Mr. Rumbold plans to take the girls 
to Chicago for the National Shoe Fair, 
so they can see as wide a selection as 
possible of styles, as well as gaining 
a better concept of the shoe business 
as a whole. A letter writing contest 
was also announced at the party. The 
girls were invited to write letters con- 
taining their comments on the new 
shoes. Winners are to receive new pairs. 





Dates to Remember 


Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore ......... July 22-25 

Annual Outing and Golf Tournament, 

The Boot and Shoe Travelers’ Associ- 
ation of New York, Tamarack Golf 
Club, Port Chester, N.Y. ........ July 26 

Allied Shoe Products and Style Exhibit, 

Hotel Belmont Plaza, New York City 
Aug. 19-22 

Shoe Show, Shoe Travelers’ Association 

of Chicago, Morrison Hotel, Chicago 
Aug. 19-22 

Third Annual Merchandising Clinic, Na- 
tional Shoe Manufacturers Associa- 
tion, Waldorf - Astoria Hotel, New 
ne aa REE Re ae PNB ie ee ee Aug. 20 

Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, 

New York City . .Aug. 21-22 

Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit ....Sept. 9-11 

Canadian Shoe and Leather Fair, Sher- 
aton Mount Royal Hotel, Montreal 

Oct. 7-10 

Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel 
NE 5s <i ener ac vexere oe Oct. 25-26 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional .Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 

Oct. 28-Nov., | 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. .......... Nov. 4-5 

Spring Shoe Show, Tri-State Shoe Trav- 
velers, Hotel Statler, Buffalo ....Nov. 4-5 

Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. ............Nov. 46 

Shoe Show, Southeastern Shoe Travelers, 

Inc., Henry Grady, Dinkler Plaza, 
Peachtree and Piedmont Hotels, 
PN isis vias Bobs Ho Pas es Nov. 4-7 

Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 

Des Moines, la. .... .Nov, 11-12 

Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapoils ... .Nov. 11-13 

Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. .... .Nov, 11-14 

Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
geles ...eNov, 11-14 

Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh ............ Nov. 17-20 

Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel William Penn, 
Pittsburgh ..... .Nov. 18-20 

Heart of America Shoe Show, “Central 
States Shoe Travelers, Muehlebach 
and Phillips Hotels, Kansas City, Mo. 

Nov. 18-20 

Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City ......Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 

Dec. 2-5 

Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia ....Jan. 12-16 

Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 

EE IRE SHG OG IE RS Jan. 20-22 
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Shoe Promotion Attracts Overflow Crowd 
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The scene above is just a part 
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of the crowd of customers visiting Luebbe's 5th 


Anniversary Celebration. "Ham" Luebbe is shown at center (in white shirt). 
Local TV star "Stringbean" Bud Chase (in derby) signs autographs for youngsters. 
Mr. Luebbe held a special tie-in sale of men's, women's, and children's shoes. 


CINCINNATI—Herman “Ham” Luebbe 
of Price Hill, is accustomed to crowds 
in his suburban shoe store on busy days 
and nights but none of these compared 
with the crowd of customers attracted 
to his store during the recent fifth an- 
niversary promotion. 

For this event, Mr. Luebbe ran a 
special sale of men’s, women’s, and 
children’s summer footwear. As a spe- 
cial attraction, he announced the ap- 
pearance of Cincinnati television kiddie 
favorite Bud “Stringbean” Chase of 
Station WCPO-TV. “Stringbean” 





RECORDER Editor to Survey 
Shoe Retailing in Europe 


BOSTON — William A. Rossi, Field 
Editor of the BOOT AND SHOE RE- 
CORDER, left July 10 for an eight-week 
study of European shoe store operations 
that may include a tour of the Russian 
shoe industry. 

It is believed that Mr. Rossi's survey 
will constitute the first direct study of 
European shoe retailing by any U. S. 
shoe source. Customarily, studies by 
American shoe men are confined to man- 
ufacturing and technical aspects or to 
style developments. 

The tour will include visits to England, 
Denmark, Belgium, Holland, France, West 
Germany, Italy and, time permitting, 
Austria. Also, if arrangements are sat- 
isfactorily completed with Russian au- 
thorities, Mr. Rossi will be the first 
American shoe industry representative 
to tour the Soviet shoe operation. He 
expects to examine both the manufac- 
turing and retailing levels. 

The purpose of the trip through Europe 
is to study retail shoe store operations 
and retail distribution of shoes. This 
study will encompass markups, prices, 
displays, advertising, merchandising, fit- 
ting, store personnel, costs, profits, win- 
dows, selling methods, buying, inventor- 
jes and related matters. 

Full reports on Mr. Rossi's findings will 
be published in future issues of the BOOT 
AND SHOE RECORDER, 
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Chase, well known to Cincinnati tele- 
viewers and to many of Mr. Luebbe’s 
customers, produced an overflow turn- 
out that paid off in customer goodwill 
as well as sales. 

Mr. Luebbe’s shoe store is located 
at the corner of Enright and St. Law- 
rence in Cincinnati’s Price Hill sub- 
urban section. One of the busiest inde- 
pendently owned shoe stores in the 
city, Luebbe’s is open every night until 
9 P.M. except Tuesday and Wednesday. 

Mr. Luebbe is assisted by five sales- 
men, but his real goodwill ambassador 
is son Charley, age two-and-a-half, who 
strolls around the store wearing a 
bright red polo shirt with yellow let- 
tering, “GET IT AT LUEBBE’S.” 
When Charley is in the store he’s as 
busy as his dad, talking with customers, 
making quick trips into the stock bins, 
and stopping by the box of candy 
giveaway suckers for another sample. 

After working in the store for his 
uncle, Mr. Luebbe realized the poten- 
tial of shoe business with the right 
kind cf promotion and attention to ser- 
vice. He purchased the store from his 
uncle and began operation on his own. 

That was five years ago, but today 
Luebbe’s caters to “standing-room-only” 
crowds on his busy open nights. Air- 
conditioning and television in the store 
keep waiting customers satisfied. But it 
is “Ham” Luebbe’s constant attention to 
service and smart promotion that keeps 
shoe customers coming back. 





Store Founded in 1916 Sold 


Devits LAKE, N. D.—Blough’s Shoe 
Store, established here in 1916, has 
been sold by its owner, Florence Helge- 
son to John Lang of Yankton, S. D. 

The store was purchased originally 
by O. R. Helgeson from its founder, 
Nelson Blough, in 1924. After his 
death in 1949, Mrs. Helgeson continued 
to operate the store, 


Edison Brothers to Open 
Seven Additional Stores 


St. Louis—Edison Brothers Stores, 
Inc., recently announced plans to open 
seven new stores, including two in 
Houston, one each in St. Paul, greater 
Washington, D. C., Miami, and San 
Jose and Redondo Beach, Calif. 

The two new Houston stores will give 
the Edison Brothers chain seven units 
in that city. The five now in operation 
there are all in the downtown area. 
The two new stores are in Gulfgate 
Shopping Center. One of the units 
will be a Baker’s, the other a Chand- 
ler’s. The principal tenant will be 
Joske’s Department Store. Store open- 
ing has been set for September. 

A second Burt’s is to be opened in 
St. Paul at 61 East Seventh Street 
sometime this fall, according to a com- 
pany official. The store has a 25-foot 
front and a depth of 150 feet, with full 
basement. The facade will be of three- 
textured terra cotta. 

A lease for a Chandler’s Shoe Store 
in the Seven Corners Shopping Center 
in Falls Church, Va., has also been 
signed. Falls Church is across the 
Potomac River from Washington, D. C., 
and part of that metropolitan area. 
Parking facilities for 3,000 cars are 
provided at the center, which houses 
two major department stores. Wood- 
ward & Lothrop and Garfinckel’s. A 
September opening is planned for the 
Chandler’s. 

Edison Brothers first Chandler’s in 
Florida will open in Miami late in 
1956. Construction of the contemporary 
styled store is now in progress in 
Miami’s Hundred - and - Sixty-third 
Street Shopping Plaza, where Bur- 
dine’s Department Store is the chief 
tenant. The parking area will accom- 
modate 4,000 cars. 

As part of its future expansion pro- 
gram, Edison Brothers Stores has an- 
nounced the signing of two additional 
leases for Leed’s stores in California. 
One is in the Valley Fair Shopping 
Center in San Jose, where the firm al- 
ready operates three stores. The second 
is in the South Bay Shopping Center 
in Redondo Beach, the company’s first 
store in that city. 

Valley Fair will be an $18 million 
shopping center with Macy’s Depart- 
ment Store as the chief tenant. Of 
its present 270 stores in operation, 
Edison Brothers now has a total of 
57 Leed’s stores in the California and 
Pacific Northwest area. 





Buffalo Retailers’ Meeting 


BuFFra.o, N. Y.—Final meeting until 
the fall season was held here by the 
Greater Buffalo Retail Shoe Retailers 
Association, June 20. John N. Mueller, 
president of the group, presided at the 
session, which was devoted to a dis- 
cussion of plans for the August stag 
outing and showing of movies of former 
summer outings. 
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Real ‘Injuns’ Never Made Better 


BEADED MOCS 


IN-STOCK 


There’s a heap of wear in Blum’s Indian style construc- 
tion—lots of beaded dazzle—and you can sell 
them for little wampum. If you have your 





ear to the ground you'll hear customers 
coming. Write for Blum’s new 
catalog, “Heading Your 
Way” or see your 
Blum salesman. 





#3911 


MEN'S LEATHER MOC- 
CASIN. Nylon Shearling 
Lining and Sock. Color— 
Wine. Whole Sizes 6 to 12. 


Our 101st Year 


BLUM SHOE MANUFACTURING CO. > 








BY 1-TIME FOOTWEAR 


DANSVILLE, NEW YORK 





WOMEN'S LEATHER FUR 
TRIMMED MOCCASIN. 
Beaded Vamp, Padded Sole. 
Red, Royal, Light Blue, Pink, 
Yellow, White. Whole Sizes 4 
to 10, 


#7900—MISSES MOCCASIN. 


Same as above. Red, Light 
Blue, Royal. Whole Sizes 10 


9 


to 3. 














S& K htilens Wins Man-of-Year Award 






Bagine Bxaiee 
a 
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Eugene Geraldo, associated for 25 years with Sommer & Kaufmann, 61-year-old 
San Francisco family shoe retailing firm, is shown, center, receiving a plaque 
emblematic of General Shoe Corporation's annual “General Shoe Man Of The Yeor 
——In The Community” award by Sidney Kessler, right, representing the mayor of San 
Francisco. Left is Herbert L. Sommer, president of Sommer & Kaufmann. The award, 
resulted from a contest which General Shoe conducts among all of its 20,000 
people throughout the country. The plaque was signed by Maxey Jarman, chair- 
man of General Shoe and Henry W. Boyd, Jr., its president. 
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Cosgrove’s Shoe Store 
Marks Eighty-fifth Year 


MARLBORO, Mass.—Cosgrove’s Family 
Shoe Store, oldest retail business in 
this city, early in July celebrated its 
eighty-fifth anniversary with a one- 
week sale during which customers were 
entitled to enter a contest with a port- 
able radio as first prize. 

The store, established in 1871 by the 
late Daniel W. Cosgrove, is at 214 Main 
Street in the Masonic Building, where 
it was first opened. Shortly before the 
death of the founder, Daniel’s brother, 
Joseph F. Cosgrove, became a member 
of the firm and conducted the business 
until his death, a few years ago. The 
store is now managed by his son, Fran- 
cis J. Cosgrove. 


































Third New-Look Unit Opens 


Detroir—A new Thom McAn shoe 
store, marking a departure from the 
familiar McAn store pattern has been 
opened here. 

The new color scheme includes one 
wall in hawthorn yellow and the op- 
posite in medium rose, Other new fea- 
tures are a 20-foot self-selection band- 
bag bar and an open 12-foot men’s 
and boys’ hosiery bar. 

This is the third family or “combina- 
tion” shoe store of this type to be 
opened by Thom McAn in the United 
States. The first was opened a year ago. 
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EXCLUSIVE 


FOOT-SO-PORT 
HOE STORE 


Ss 
FOOT-»:-Ponr S HOES 





NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival | 
in the sea of ever-increasing com- | 


petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 
Foot-so-Port Shoes. 


@ Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer’s dollar. Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 
uct and. . 


75% of Foot-so-Port business 
is made up of ... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


... and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance. 


If success is what you are looking for, 
write today for your copy of “The In- 
reerKe eee, 








side Story of Foot-so- 

Port Shoes” and full THE 
details concerning ee 
an agency in your 

city. There are fre- | °00T-S0-Port 
quent opportunities SHOES 
for managerial posi- 

tions among dealers 


who own and operate several Foot-so- 
Port Stores. 


FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 


July 15, 1956 











Shoe Partnership Dissolved 
MARSHALL, MicH.—William J. Duf- 


field and Lee C. Sherman are dissolving | 
partnership in the Sherman and Duf- | 


field shoe business here which they 
have operated jointly since 1924. Mr. 
Sherman will take over as sole owner 


of the store, and Mr. Duffield, after 48 | 


years as a shoe merchant, will retire. 

The store, located at 128 West Mich- 
igan Avenue, is on the same site on 
which it was established as a shoe con- 
cern in 1898 by the late B. A. Kelleher. 

Mr. Duffield had been proprietor of 
the shoe department at J. H. Cronin 
Company for nine years until 1917. 
Upon his return from overseas service 
in World War I, he joined partnership 


| with J. D. Wright to buy the Kelleher 
| store in 1920. Mr. Sherman purchased 











iS A SOUND INVESTMENT | Mr. Wright’s interest in 1924. 


In announcing his plans for carrying 
on the business, Mr. Sherman said the 
firm’s reputation for careful shoe fitting 
and high quality merchandise would 
be maintained. 





Stylist Analyzes Trends 
In Shoes, Accessories, 1957 


[CONTINUED FROM PAGE 131] 


In summary of the color picture, | 
Miss O’Hara said, “We agree with the | 


rest of the fashion industry that gray 
will preempt the number one color po- 
sition. Of necessity, beige will slide 
somewhat down the scale, but will still 
provide volume. A logical choice for 
promotion is taupe, a melting of gray 
and beige. With two such strong color 
influences plus black patent. basic blue 
remains neither more nor less impor- 
tant. The pale pastels have an estab- 
lished position and should provide the 
greater volume. On the other hand, 
with the bleached colors predominating 
in fabrics, there is a ready-made op- 
portunity to promote positive accents 
in shoes. Yellow! Yes.” 

Heels continue to provide news. In 
the season ahead look for a continua- 
tion of hooded heels, carved, gold and 


silver heels, new Louis with deeper | 
heel seats, smaller flares at the base; | 
very slim 15%/8 heels, thin stacked | 


heels, higher moccasin heels for casual 
but well-tailored mocs, decorated and 
beaded heels. At the quarter, look for 
the development of the lowered top 
line, dramatized to women as it has 
been to men; slings that begin inside 
the vamp, elasticized to fit; opened up 
shank on a low-dipped sling. 

New treatments include hardware 
touches, beading borrowed from the 
Indians, raw seam, raw edge treat- 
ments, stripping used as overlay, dia- 
mond vamp insets to accentuate the 


pointed toe, elasticized colored suede | 


for mule backs, unusual linings, patch- 


work vamp overlays of dark kid or | 
patent on light suede, and new sweater | 
treatments — open back or cardigan | 


with tiny pear] buttons down one side. 








Day in 
and 
day out 


Black 
Brown 
Black Patent 


/ CAVALIER . 
BOOT 
CREME 


are your 
most popular 
dressings 














Of course we make the world- 
famous Cavalier Boot Creme 
in 27 colors, but the fast-mov- 
ing items are Black, Brown and 
Black Patent in handy easy- 
to-open screw cap jars. 


It pays to keep check on your 
Boot Creme bread-and-butter 
colors .. . do it now! 


Advertised in LIFE 


Our expanded advertising pro- 
gram is making more custom- 
ers than ever ask for Cavalier 
products in your store or shop. 
Order from your findings 
wholesaler or direct from 


CAVALIER COMPANY 
Baltimore 30, Md. 


A generation of serving the 
Shoes Trades exclusively 
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BRANDED 
‘JOBS 


We specialize in brand name 
promotions for department store 
and all promotional operations. 







Broitman-Gaffin 


SHOES 
146 DUANE ST. - NEW YORK 13, N 











Store Plans $30,000 Outlay Since the recent expansion, Mr. Mat- The manager’s father, Pete Mat- 
teucci reported a 20 per cent increase teucci, Sr., who started the Paris store 


CHATTANOOGA, TENN., June 28—Her- in men’s business, and 10 per cent in in 1906, is now inactive. Assisting 
ey Brener, owner of Uncle Herman’s women’s, due to more efficient accom- with the management are two other 
Chattanooga Shoe Store, 820 Market rw odations. sons, Albert and Louis. 

Street, announced plans for a $30,000 


——— he Chimp Stars on TV Kiddie Shoe Spectacular 


Mr. Brener said a new, modern front 
of glass and black stucco will be in- 
stalled. Interior changes will include 
the addition of a balcony. 
























Paris Shoe Stores Complete 
$50,000 Expansion Plan 


ALBUQUERQUE, N. M.—Completion of 
a $50,000 expansion program marks 50 
years of business for Paris Shoe Stores 
here, Pete Matteucci, manager of the 
affected downtown store, announced. 

A complete new men’s department 
highlights the expansion. It occupies 
most of 2,000 square feet of floor space 
acquired. The store now covers a total 
of 5,500 square feet with a 50-foot glass 
frontage. Both the men’s and women’s 
departments are divided with the cash- 
ier in between. A children’s depart- 
ment is located behind the women’s. 

Interior of the store is finished largely 
in redwood panel work. The first remov- . aoa ss 
able metal panel ceiling in this area Roy the Chimp signs contract for "The Red Goose Kiddie Spectacular" (ABC-TV, 
has been installed and provides indi- $eturday, August 25. George Vierheller, director of the St. Louls Zoo from which 
rect lighting. The store is also air- the program will originate; Andrew Brand, Friedman-Shelby Division, International 
conditioned. Shoe, Sponsors, and Johnny Olsen, emcee for the program, look on. 
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About Shoe People 





The Junior Bootery of Schenectady, 
N. Y., is opening its first branch store 
in Syracuse. News of the signing of 
the lease was reported by Philip 
Ratick, proprietor. 

“I am fortunate,” said Mr. Ratick, 
“in having associated with me, Sidney 
Steinman, who will be in charge of this 
new operation. He is eminently quali- 
fied for this post by training and ex- 
perience.” 

Mr. Steinman resigned his post as 
fitting supervisor and manager for 
Abraham and Straus, where he was in 
charge of Nassau County’s largest bet- 
ter-grade children’s shoe department, 
to accept the new position. He has de- 
voted more than 20 years to the juve- 
nile footwear business, having been 
previously associated with the Coward 
Shoe Company, one of New York’s 
outstanding shoe institutions. He 
served there as manager and children’s 
fitting supervisor. 

a * * 

Thos. F. Peirce & Son, Inc., has 
moved from a second-floor location at 
171 Westminster Street, Providence, 
R. I, to a corner location at 725 Hope 
Street. It now has 50 per cent more 
floor space with the advantage of a 
busy neighborhood location. 

The new store has 12 chairs of light- 
green upholstery with natural wood 
frames, painted walls of light-green al- 
ternated with peach and beige wall-to- 
wall carpeting. 

Rated as the oldest retail shoe store 
in the country, having been founded in 
1767, the business remained in the 
Peirce family until a bequest specified 
that two employes, Mrs. James A. Has- 
elton and the late Arthur D. LeVas- 
seur, take over the operation. Upon 
the death of Mr. LeVassuer about a 
vear ago, his interest was purchased 
by Mr. Haselton, who joined his wife 
as an active partner. 

* * * 

Lad & Lassie Shoes, in Providence, 

R. I., has moved from an eight-chair 
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store at 750 Hope Street to a 20-chair 
store with three times the floor space 
at 738 Hope Street. The new store has 
two large front windows. Owner 
Alfred Zacks started this business six 
years ago in the previous location. 
Beginning with children’s shoes, he 
now has complete footwear stock for 
all juveniles plus sports and casuals 
for men and women. 
ok * of 

The Shoe Market in Toledo has 
opened a new store at 1540 Broadway. 
It is operated by Anthony Candella and 
Jack Rosenbaum. The store is a fam- 
ily type operation with styles for men, 
women and children. 

a ok * 

Robert Stroud, footwear buyer with 
Robertson’s of South Bend for the past 
two and a half years, has been ap- 
pointed buyer and manager of the third 
floor shoe salon and the growing girls’ 
end children’s shoe department on the 
fifth floor at H. P. Wasson & Company. 
Paul Holtsclaw, who has been acting 
shoe buyer, will be Mr. Stroud’s assis- 
tant. 

+ * a 

Robert N. Gagnon has been named 
manager of the Baker’s Shoe Store at 
906 South Calhoun Street in Fort 
Wayne, succeeding Marion Hodson, 
who was assigned to another of the 
firm’s stores in Cleveland. Mr. Gagnon 
was formerly manager of one of the 
firm’s stores in Detroit. £ 

* + * 


Robert H. Klock, owner of a shoe 
store at 2422 South Cedar Street in 
Lansing, Mich., and a Lansing alder- 
man and member of the board of su- 
pervisors, recently announced his can- 
didacy, as a Republican, for state 
representative from Michigan’s first 
district. 

Mr. Klock has been an alderman 
since December, 1958. He is now coun- 
cil representative on the city plan 
commission, is also chairman of the 
council’s planning committee, and is a 


member of the streets and personnel 
and salaries committees. 
o..2: @ 

Budd Salisbury, who just celebrated 
his fifty-fifth wedding anniversary and 
who retired as a shoe salesman for the 
V and A Bootery July 1, was honored 
at a dinner at Gull Harbor Inn in Kal- 
amazoo, Mich., given by the Van Dis 
family, partners in the firm. The entire 
sales force and their wives were pres- 
ent. Mr. Salisbury was presented with 
a retirement check from the firm. 

os ok Oo 

Dale Newland, who has been man- 
ager of the Brady Shoe Store in Iola, 
Kan., for the past 23 years, has joined 
Harrison Shoes, Iola, where he is as- 
sociated with Bud McCrate. Mr. Mce- 
Crate has worked at the store for the 
past 16 years and has been manager 
for several years. Mr. Newland first 
started in the shoe business in Iola 30 
years ago working for M. H. Fleisher 
who then owned the Economy Shoe 
Store. Seven years later he became 
manager of the Iola store of the Brady 
chain, which had outlets in a dozen 
southeastern Kansas towns. The com- 
pany was purchased about 11 years 
ago by C. D. Tripplett, of Indepen- 
dence, Kan., who did not change the 
firm name. 

* * * 

B. T. Witt, 29, has been named man- 
ager of the shoe department at Fed- 
way, large federated department store 
in Albuquerque, N. M. He replaces 
Floyd Stevens, now merchandising 
manager of the store’s first floor. Mr. 
Witt was formerly shoe manager of 
J. C. Penney’s and salesman for 
Henry’s Clothing Store in Wichita, 
Kan. 

+ o * 

Karl Krause, general manager, Buf- 
falo Shoe Company, Seattle, took part 
in a television show recently showing 
footwear such as hand-made loggers 
and work shoes in which his firm spe- 
cializes. It reported a recent sales 
pickup in cowboy type heel work shoes. 
The company has on display a pair of 
boots like those made for Bing Crosby 
to wear at his Elko, Nev., ranch. 
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BLACK WHITE 
No.2010 No. 2020 
Sizes 5/, 


Sizes B/o-12,M & Nwidth $2.95 
No. 2222 
Sizes 12//e-3,M & Nwidth $3.15 
No. 2323 
Sizes 3/o-9,M & Nwidth $3.25 


92-10, M & Nwidth $3.50 
Prices include over 
attached. 


M width $2.60 























No. 1314 (black), No. 1324 (white) 
Sizes 3!/o-9,M & Nwidth......... $3.40 


No. V1354 Silver Kid, cuban heet.... $5.40 
No. 3354 One strap, Silver Kid, cuban heel,“ 
No. 3355 One strap, Silver Kid, Baby Louis heel. “ 
Sizes 9/2-10, ali shoes listed 25¢ extra. 
Over too taps included, unattached. 
Additional : over toe 25¢ pr.; 
full heel taps 30¢ pr. 
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International Shoe’s Net 
Sales Increase Six Per Cent 


St. Louis—International Shoe Com- 
pany reported consolidated net income 
of $1.63 per share for the six months’ 
period ended May 31, in an interim 
report mailed July 3 to stockholders. 
This compares with $1.51 in the same 
period a year ago. 

Six months’ net earnings totaled 
$5,482,693 compared with $5,066,266 
earned in the same period a year ago, 
while income before Federal and Ca- 
nadian income taxes reached $11,211,- 
246 compared with $10,560,990 for the 
like period in 1955. 

Net sales totaled $136,084,856 com- 
pered with $128,384,531 for the first 
six months of 1955 to show a new all 
time high for this part of the com- 
pany’s fiscal year. This was an in- 
crease of six per cent. 

Henry H. Rand, company president, 
noted in his letter to stockholders that 
“Reports of shoe retail business show 
smal]! dollar increases, with unit volume 
estimated at approximately the same 
as last year. 

“Early Easter and unfavorable 
weather,” Mr. Rand continued, “re- 
tarded sales during the normally good 
spring retail selling period: As a result, 


some shoe retailers have hesitated to 
place complete fall orders; however, up 
to this date, our orders for fall are 
only slightly behind orders booked to 
the same date a year ago.” 

Concerning the business outlook, the 
company expects a satisfactory business 
in the second half and the completion 
of a good year in 1956, the report con- 
cluded, 

International’s 18 sales divisions dis- 
tribute their shoes throuvh more thay 
30,000 independent retail stores and 
departments. Last year the company 
produced more than 52 million pairs 
of shoes. 





National Shoes, Inc. 
Declares First Dividend 


New York — Directors of National 
Shoes, Inc., the nation’s largest inde- 
pendent retail shoe chain, have voted 
a 5 per cent common stock dividend to 
shareholders of record on July 12, pay- 
able July 27, it was announced here by 
Mac M. Siegel, secretary-treasurer. 

The dividend, which is the company’s 
first since becoming a public corpora- 
tion on August 1, 1955, will be in the 
form of one share for each 20 shares 
held on the record date, Mr. Siegel said. 
There are 543,560 common shares out- 





standing. The stock dividend will come 
out of the unissued balance of the total 
of 1,000,000 shares authorized. 

A substantial portion of the 34-year 
old firm’s earnings, according to the 
officer, has been employed during the 
past year to help finance long-range 
expansion and modernization. 

The rapidly-expanding chain added 
18 stores and modernized nine others 
during the past fiscal year, It operates 
122 stores in New York, New Jersey, 
Connecticut, Massachusetts and Mary- 
land. 

Mr, Siegel said that the continuing 
expansion program provides for the 
opening of 25 new stores in the very 
near future in New York, New Jersey, 
Connecticut and Maryland. Of these, 
19 sites have already been leased, with 
negotiations for the remaining six 
close to completion. 

Five stores, in addition, will be com- 
pletely modernized and redecorated dur- 
ing the forthcoming year, he stated. 





Godman Declares Dividend 


CoLumBus, O.—The board of direc- 
tors of The H. C, Godman Company 
declared a dividend of 1% per cent or 
87% cents per share on the preferred 
$25 par capital stock. The dividend is 
payable on July 18, 1956, to sharehold- 
ers of preferred stock of record at the 
close of business July 10, 1956, it was 
announced by J. L. Davis, treasurer. 
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Obituaries 





Charles C. Alexander, Sr. 


PHILADELPHIA — Charles C. Alex- 
ander, Jr., president of the Alexander 
Rubber Company, died here June 27. 
He was 69. 

Mr. Alexander started in the rubber 
footwear industry in 1912, and was 
widely known. For many years he had 
traveled across the country for Tyer 
Rubber Company of Andover, Mass., 
calling on jobbers and large chains, 
but retired from that position in 1954. 

In 1928 he, with his brother Howard 
M. Alexander, founded the Alexander 
Rubber Company and together they 
built it into one of the leading distribu- 
tors in America. The business will be 
continued, 

Following the death of his son, Lee C. 
Alexander, then a senior at Colgate 
University in 1986, Mr. Alexander aided 
many worthy boys to complete their 
educations. 

He attended Ohio Wesleyan Univers- 
ity, was a member of St. Cecil Lodge, 
F, & A. M. in Newark, N, J., and was 
a thirty-second degree Mason and a 
member of LuLu Temple, the Union 
League, and the Philadelphia Rotary 

‘lub. 

He is survived by his widow, Mrs. 
Lida Mabey Alexander and a brother, 
Howard, of Wynnewood, Pa. 





Leon Weinstein 


Sr. Louts—Leon Weinstein, 70, re- 
tired owner of the old Security Shoe 
Supply Manufacturing Company, died 
of uremia June 28 at Firmin Desloge 
Hospital, St, Louis. 

Mr. Weinstein, pho retired about 
five years ago, is survived by his 
widow, a daughter and a sister. Burial 
was in B’nai Amoona Cemetery, 
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Herbert A. Abbott 


WASHINGTON—Herbert A. Abbott, 77, 
retired New England shoe factory 
worker who specialized in making 
sample shoes, died at his home, 3704 
Bradley Lane, Chevy Chase, Md. He 
lived there with his son, Ira H, Abbott, 
assistant director for research of the 
National Advisory Committee for Aero- 
nautics. 

Mr. Abbott was born in Ossipee, 
N. H., and later lived in Wolfeboro, 
N. H., and Newburyport, Mass., where 
he worked for shoe factories. He did 
much of his shoe work by hand and 
specialized in making shoes which were 
used to show new lines of footwear. 

Mr. Abbott lived in Hampton, Va., 
before he came to the Washington area 
nine years ago. 

Besides his son, he is survived by 
a stepson, John J. Hennessie, Moulton- 
boro, N. H.; a sister, Mrs. Clara Beane, 
Wolfeboro, and five grandchildren. His 
wife, Catherine, died in 1951. 





Everett A. Tosh 


St. Louris—Everett A. Tosh, 61, su- 
perintendent of the printing and sta- 
tionery department of International 
Shoe Company, died in his sleep of a 
heart attack June 23. 

Mr. Tosh joined International in 
1917 in the auditing department of the 
Roberts, Johnson & Rand division. 
Nearly all of his career, however, had 
been spent with the printing and sta- 
tionery department, of which he was 
appointed superintendent in 1941. 

He is survived by his widow, Mrs. 
Dorothy D. Tosh, and two daughters, 
Mrs. Frances Butler and Mrs. Dorothy 
Robbins. Burial was in Oak Grove 
Cemetery. 
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Charles S. Newell 


PirtsBURGH — Charles 8. 


Newell, 
chairman of the board of the Newell- 


Schneider Shoe Company, died re- 
cently at his home, 512 Ohio River 
Boulevard, Avalon. He was 838. 

Mr. Newell, who was born on the 
North Side here, was engaged in the 
wholesale shoe business on Penn Ave- 
nue, downtown, for 40 years. 

He was active in Masonic circles. 
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CANCELLATION 


Literature 


Shoe Industry Is Background 
For Lively, Modern Novel 


The Spiked Heel. By Richard Marsten. 
320 pp. New York: Henry Holt & 
Co, $3.95, 

Some businessmen never read novels 
but we have an idea that many in the 
shoe business who haven't opened a 
novel in years will be taking a look at 
this one. So far as we know, it is the 
first novel ever written with a shoe 
industry background, and the author 
has done a professional job of authen- 
ticating the setting. 

Most of the action takes place in a 
shoe factory. Its smells and sounds are 
on every page. The Leather Room, 
Cutting, Fitting, Heeling, Soling, Stock, 
Shipping—the reader is taken on a 
grand tour, The principal character, 
Raymond Griffin, is head of the cost 
department and almost all the other 
characters work in the factory or in 
the New York sales office, The others 
model at a high style shoe showing. 

The plot concerns Julien Kahn, Inc., 
Fashion Shoes, which has been taken 
over by a big outfit, The Titanic Shoe 
Corporation of America, Julien Kahn, 
Inc., was a family business that had 
grown in prestige until its name was 
murmured “in the same reverent breath 
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with Delman’s, Andrew Geller, I. Mil- 
ler, Plater De Liso.” But under the 
ineffectual management of grandchil- 
dren of the founder, it was on the way 
down, so that its purchase by Titanic 
was rather welcomed than not by Grif- 
fin and many of the other employes. 
When Jefferson McQuade arrived from 
Georgia as Titanic’s representative, 
Griffin was well disposed to go along 
with his policies, 

But McQuade turns out to be no 
ordinary man. He is very big, very 
handsome, very polite and affable, but 
once you get to know him, completely 
cold blooded and ruthless in his drive 
for personal power—a so and so, in 
short, for whom ne adequate and polite 
words are available. It takes Griffin a 
while to find this out but when McQuade 
tries to get Griff’s girl drunk and to 
further muddy up the stream of moral- 
ity the battle is on, 

This is a lively, entertaining, fast- 
moving novel in the modern manner, 


What’s New 


So-Lo Marx Introduces 
New Women’s Boot 


LOVELAND, O,-—So0-Lo Marx Rubber 
Company has unveiled a new women’s 
boot for the coming season priced to 








retail at about $2 per pair. It will be 
nationally advertised under the name 
of Rain So-Lo’s. 

Rain So-Lo’s go on easily opening 
a full seven to eight inches at the top. 
The self-adjusting button and tab 
fasteners hold the top neatly in place. 
They flex with every step because they 
stretch, DuPont neoprene non-skid 
soles and heels eliminate slipping on 
wet pavements and give extra wear 
in snow and rain. 

The boot comes in two heel heights 
and three colors—black, gray and see- 
thru ginger. Only three sizes, small, 
medium, and large, fit all women, 
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Herbert Faybert, left, and his wife, Fay Faybert, who have recently o 








ened a 


factory for ornamenting shoes in Mexico City, being met at the Mexico City 
airport = staff members. Left to right, Enique Martinez, production manager; 
arlos Garza, sales manager; and Bud Nash, general manager. 


St. Louts—Faybert Manufacturing 
Company, which designs, supplies and 
applies fancy ornamentation for shoes, 
dresses and other apparel, has an- 
nounced the recent opening of a factory 
in Mexico City, 

According to Russell Rudin, St. Louis 
sales representative, the new factory in 
downtown Mexico City will enable the 
firm to ornament the women’s shoes be- 
ing produced at present in that city and 
its outlying districts. 

Special machinery for applying the 
shoe decorations has been shipped from 
Chicago. Several members of the Mexi- 
can staff have completed a training 
period in the United States factory, 
where they received instruction in ap- 
plication techniques, 

Herbert Faybert is president of the 
Mexican company. His wife, Mra. Fay 
Faybert, will serve as secretary, Enique 
Martinez has been named production 
manager, Carlos Garga sales manager, 


and Bud Nash general manager. The 
factory address is 45 Niza, Mexico City. 





Herbert Faybert and his wife, Fay Fay- 

bert, examining fypes of shoe ornamen- 

tation to be applied in their new Mexico 
City plant which opened recently. 





Williams’ Vacation Pay Totals More than $170,000 


PortsmMoutH, O.—Vacation pay to- 
taling more than $170,000 waa distrib- 
uted to 2,000 employes of Williama 
Manufacturing Company, makers of 
women’s footwear, as the factory closed 
for the annual vacation from June 29 
to July 9, 

Three weeks of paid vacation for 15- 
year employes is new this year, Work- 
ers of five years or more receive two 
weeks and all over one year get one 
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week, Every employe who joined the 
factory staff prior to June 10 received 
a vacation check based on his average 
earnings, 

Blaine E, Matthews, president, in a 
vacation message to employes, praised 
personnel for cooperation and fine work 
during the year and added “employ- 
ment will be good for months to come,” 

Mr, Matthews said the firm's nation- 
wide staff is experiencing good resulta, 


St. Louis 210 Associates 
To Hold Golf Outing July 24 


St. Louis—If passersby hear shouts 
of “3.95!” coming from Norwood Hills 
Country Club July 24, they will know 
that the event taking place is the Sec- 
ond Annual Golf Tournament and Out- 
ing sponsored by the St. Louis Regional 
Chapter of 210 Associates. 

Normally, of course, when a golf 
ball starts slicing toward an unsuspect- 
ing player two fairways over, the aver- 
age hacker yells “Fore!” Not so the 
canny golfer in the shoe industry, who 
realizes that “3.95!” is a better selling 
price, 

Homer Baker, Wohl Shoe Company, 
is general chairman of the event for 
1956. Attendance is expected to exceed 
last year’s turnout of more than 200. 
The day-long program attracts non- 
golfers as well as golfers who compete 
for an impressive list of prizes. 

A Paul Revere sterling silver bowl 
is again being donated by BOOT AND 
SHOE REDCORDER for the winner in low 
net category. Winner of the low gross 
gets one leg of the permanent trophy, 
a large silver Paul Revere bowl do- 
nated by Connie-Weiss. Homer Baker 
won the first leg toward this trophy 
last year. 

Other tournament prizes are awarded 
for putting, longest drive and hole-in- 
one contests. Non-golfers may compete 
in horse-shoe pitching, corkball and gin 
rummy tournaments with prizes for 
top scorers as well as attendance prizes. 
The outing will be climaxed by a dinner 
and program of evening entertainment 
on the Norwood Country Club terrace. 

The ticket committee is directed by 
Charles Marcille, Jr., Western Last 
Company, chairman, Working with 
him are Lester Feldman, Vangard 
Chemical Company; Burt Fleeman, 
Weiss Newman; Steve Keaselring, Uni- 
versal Die Company, and Joe Goldatein, 
Kalmon Shoe Company. 

John Winfrey of Brown Shoe Com- 
pany is serving as chairman of the 
prize committee, assisted by Sam 
Demoff, Edison Brothera Stores, Ine,; 
Jimmy Devine, Brown Shoe Company; 
Ben Alper, Wohl Shoe Company; and 
Ben Ellis, Edison Brothers Stores, Ine. 

All arrangements for the banquet 
are in the hands of Duane Martin, Del- 
mar Shoe Company, and Jack Intrater, 
Berland Shoe Company. Entertainment 
ia being arranged by Harry Albert- 
atein, Frolic Footwear Company; Hank 
Dubin, Langerman Shoe Company; and 
Nat Schelber, Edison Brothers Stores. 

Four committeemen are assisting 
chairman Robert Lundahl of Midland 
Shoe Company with the sporta events, 
They are Jay Straua, Wohl Shoe Com- 
pany; Barney Lebowits, Edison 
Brothers Stores, Inc.; Dan Keaaler, 
Vangard Chemical Company, and Len 
Bosse, Wilson Shoe Company. 

Albert Shank, Wohl Shoe Company, 
and Hugh Bowen, BOOT AND SHOR RE- 
corper, are in charge of publicity. 


141 








Hole-in-One Sparks Shoe Trades Outing 





Don Martin, left, of United Shoe Machine Corporation took low gross honors in 
5, Lowls District Shoe Trades Association golf event. Ed Daniels, center, of United 


Lest Company, took blind bogey laurels, while Charles 


Cashin, right, Proctor 
rd 


Counter Company, won low net award. 


St. Lovis—Paul Wortman, superin- 
tendent of Samuel Shoe Company, ac- 
tually made a hole in one at the Elev- 
enth Annual Outing of the St. Louis 
District Shoe Trades Association at 
Norwood Hills Country Club late in 
June. 

Mr. Wortman’s achievement marked 
the first time anyone has made a hole 
in one since the event was first sched- 
uled nine years ago. Runners-up in 
this thrillemaker were C. D. Holley, 
Tanners’ representative; Art Snedden, 
president of Shoe Product Sales Com- 
pany; Ben Heggeman, Graham Paper 
Company; Jimmy Tipton, Howes 
Leather Company; and Ed Morris, 
president of Heydays Shoes, Inc. 

A total of 33 foursomes teed off in 
Outing competition, with Don Martin 
of United Shoe Machine Corporation 
taking low gross honors with a score 
of 74, Low net award went to Charles 
Cashin of Proctor Counter, with sec- 
ond through fifteenth places taken as 
follows: 

Dwight Coultas, Coultas Shoe Manu- 
facturers Supplies; G, R. Myers, Brown 
Shoe Company; Paul Johansen, presi- 
dent, Valley Shoe Corporation; Cliff 
Dister, Samuels Shoe Company ; 
Clarence Schmitz, United Shoe Machine 
Corporation; Stan Bozaich, Brown 
Shoe Company; Robert Slosberg, Mis- 
sourl Wood Heel Company; W. Carl 
LaRue, Sport Specialties Shoemakers, 
Inec.; Tom Allen, American Thread 
Company; Jim Foley, T. B. Harvey 
Leather Company; Vernon Berry, 
Barnard Bros, Company; George Dob- 
son, A. C, Lawrence Leather Company; 
N. J, Just, Brauer Bros, Shoe Com- 
pany; and Logan Kelley, International 
Shoe Company. 

Blind bogey laurela went to Ed 
Daniels, United Last Company; Ted 
Shaw, Brauer Bros, Shoe Company; 
Don Wileox, American Thread Com- 
pany; A. V. Wheeler, International 
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Shoe Company; and Morris Harris, 
Harlee Shoe Findings. 

Both horseshoes and cork ball had 
heavy participation. Placing first in 
doubles in horseshoe pitching were 
Harold Darrow of Vulcan Corporation 
and Gene Spotti of Wright-Guhman 
Company. Second, third and fourth 
places were won by teams as follows: 

George Salg of ABC Backing and 
Bill Steed of Brown Shoe Company; 
Jim Melroy of Shoe Factory Supplies 
and William Gaitskill, Shoe Factory 
Supplies; Gene McGrath of L, J. O'Neil 
Company and Leo Pierce of K. J, 
Quinn & Co., Ine. 

The cork ball game waa won by the 
Orange Team, which was made up of 
Gene Barnard, Barnard Bros.; Neal 
Stienkemeyer, Matthias C, Campbell 
Company; Gus Robinson, Brauer Bros. 
Shoe Company; Allen Fenton, Brown 
Shoe Company; and Wayne Behney, 
Johansen Bros, Shoe Company, Run- 
ner-up Red Team members ineluded 
Bill Schulte, Armour & Company; Fd 
Meyer, Dennia Chemical Company; Ken 
Hoffman, Moran Shoe Company; and 
Bob O'Connell, Barnard Bros, 

Bait casting accuracy honors went to 
John C, Guhman, Sr, of Wright-Guh- 
man Company, who turned in a champ- 
jonship, no-handicap performance, 
First place with a handicap went to 
Bill Soukup, Brown Shoe Company, 
while second, third and fourth places 
were won by Joe Hutchison, Shoe Fae- 
tory Supplies; John C, Guhman, Jr, 
Wright-Guhman Company; and Louis 
Stine, Tweedie Footwear Corporation. 

Rounding out the annual playday, a 
banquet dinner was served on the elub 
terrace to the 410 guests, Attendance 
prizes were awarded to 55, 

New directors elected for three-year 
terms are W, P, Erhart, Erhart-Peter- 
son Leather Company, re-elected; W. 
J. Minier, Brown Shoe Company, re- 
elected; Don Martin, United Shoe Ma- 


G. Levor & Company Names 
Alan Rothschild President 


GLOVERSVILLE, N. Y.—At a directors’ 
meeting at the tannery of G, Levor & 
Company, Inc., Frank H. Miller retired 
as president and director, and G. Alan 
Rothschild was elected to succeed him, 
continuing also as treasurer. Samuel 
Rothschild was rechosen as chairman 
of the board. Robert S. Rothschild, 
sales manager, was made first vice- 
president; Fred A. Moller, secretary 
and assistant treasurer, was elected as 
director. W. Gordon Goff is comp- 
troller. 

The retirement of Frank H, Miller 
culminated approximately 560 years’ af- 
filiation with the Levor organization, in 
which he had advanced to vice-president, 
treasurer, and president, succeeding 
Samuel Rothschild, who held that office 
for a considerable period of years, Dur- 
ing World War II, Mr. Miller was on 
leave from the company, serving on 
the War Production Board, Washing- 
ton, as chief of the leather products 
branch, Office of Civilian Requirements, 
and also was on the Industries Advisory 
Committee. He was prominently active 
in trade work, particularly through the 
Tanners’ Council of which he had been 
treasurer for some terms, a member 
of the executive committee, and a di- 
rector. 

G. Alan Rothschild, a grandson of 
Gustav Levor, who founded the buai- 
ness 80 years ago, graduated from 
Brown University and supplemented his 
formal technical education with sev- 
eral years’ study and employment in 
European schools and tanneries, He 
directed tanning at the Gloversville 
plants for a number of years, 

The concern started out as a kid and 
cabretta house, specializing for several 
decades in white leathers which won 
world-wide recognition and volume 
usage. When the suede division (Tan- 
Art Company, Inc,), was set up, the 
firm became an even greater factor in 
the production of high quality kid 
leather, Quite recently, diversification 
was decided upon with the addition of 
calf and kip leathers in full color 
ranges for the shoe and bag trades. 


USMC Buys Ohio Farm Site 


Xena, O.—United Shoe Machinery 
Corporation, which is establishing a re- 
search laboratory and machine shop in 
the former R, A, Kelly Company plant 
here, bought the 20-acre Beavercreek 
farm in a publie auction here, Ken- 
neth Andrewa of the insurance and real 
oatate section of the firm's Boston head- 
quarters, bid in the land at $17,017.20, 





chinery Corporation; John Hill, Inter- 
national Shoe Company; and Fred Heb- 
eler, St, Loula Braid Company. 
Retiring directors include Norfleet KR. 
Rand, International Shoe Company; 
Ohria A. Dalton, Weatern Textile Prod- 
uets Company; and Roy V. Wood- 
worth, Progressive Service Company, 
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GEORGE DEURELL, JR. 


AKRON — George Deurell, has 


Jr., 
been appointed operating manager of 


the Shoe Products division at Good- 
year Tire & Rubber Company's Wind- 
sor, Vt., plant, the company announced 
here, 

Manager of merchandise control at 
Windsor since 1958, Mr, Deurell has 
been associated with Goodyear since 
1946, He started in production control, 
then switched to merchandise distribu- 





W. W. WEDDELL 


tion department the same year, 
W. W. Weddell has been named to 
succeed Mr, Deurell as manager of 
merchandise control for the plant, He 
joined Goodyear-Windsor in 1987, Mr. 
Weddell was manager of merchandise 
control for shoe products operations at 
the company's Gadsden, Ala,, plant 
from 1945 to 1955, He returned to 
Windsor in 1955 as a section head in 
Merchandise Distribution, 





Knomark Schedules Heaviest Ad Campaign for Esquire 


New York-—The heaviest advertising 
campaign in company history will be 
launched in September on Eaquire Shoe 
Polishes, according to an announcement 
here by Melvin Birnbaum, executive 
vice-president of Knomark Manufactur- 
ing Company, Inc,, makera of Esquire 
Polishes, Emil Mogul Company, Ine., 
ia the advertising agency. 

The drive will include co-sponsorship 


of “Caesar's Hour,” the NBC network 
television program, a campaign of half- 
page color ada in some of the biggest 
circulation magazines in the country, 
Sunday newspaper supplements, daily 
newapapers in major markets, trade 
publications, point-of-purchase material 
and direct mail, The magagines, Sun 
day newspaper supplements and daily 
newapapers will reach a combined 
weekly audience of 96,856,000, 





Tropical Leather Shoes Featured on TV 





Tropleal Leather summer shoes for men were featured recently on the Dave 
Garroway "TODAY" Show, seen coast to coast on the NBC network. The presen- 
tation was arranged by Leather Industries of America, 
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J. Arnold Clark Withdraws 
Active Role in Worcester Shoe 


Worcester, Mass.—J. Arnold Clark, 
formerly vice-president in charge of 
manufacturing for Worcester Shoe 
Company, has withdrawn from active 
participation in the firm, according to 
a joint announcement by him and his 
brother, Paul E, Clark, president of the 
company. 

However, J, Arnold Clark will retain 
his vice-presidency in Worcester and 
continue as a consultant for the firm, 


which manufactures the “Royal 
Worcester” line of insulated leather 
sport and work boots, safety shoes 


and other types of footwear. 

By withdrawing from an active role 
in the company, Mr. Clark will now be 
able to devote full time to his duties 
as president and general manager of 
Outdoorsmen Shoemakers, Inc., also of 
Worcester. The firm makes a line of 
high-grade boots and shoes for hunting, 
hiking, industrial and casual wear for 
both men and women. 

Outdooramen Shoemakers was in- 
corporated last year to manufacture 
and sell “John Arnold” brand insulated 
footwear under the Clark patent 
granted in 1952, Officers of the com- 
pany are J, Arnold Clark, president 
and treasurer; P, V. Clark, vice-presi- 
dent, and E, T. Simoneau, secretary. 

Before joining Worcester Shoe Com- 
pany in 1947, J. Arnold Clark had 
served as factory superintendent for 
several large shoe manufacturing firma, 
including the J, Leckie Shoe Company, 
Ltd., Vancouver, B, C.; Hartt Boot & 
Shoe Company, Ltd., Fredericton, N. 
B.; A. E, Nettleton Company, Syra- 
cuse, N. Y,, and J, P. Smith Shoe Com: 
pany, Chicago, 

In making the joint announcement, 
the Clark brothera noted that the 
Worcester and Outdooramen lines are 
completely non-competitive and actually 
complement each other in both price 
range and diatribution methoda, 

Aa of mid-June, aalea of the “Royal 
Worcester” line were running 338 per 
cent ahead of salea at the same 
time laat year, according to a report 
from Paul E, Clark, 

Improved manufacturing facilities at 
the plant were reported to have in- 
creased production to 10,000 paira per 
week, with 12,000 paira weekly the goal 
which the firm expected to meet shortly, 


U.S. Shoe Union Aids Aussies 


Boston A $500 contribution to 
Australia’a shoe promotion program 
was made recently by the Boot and 
Shoe Workera’ Union, AFL-CIO, 

The National Footwear Promotiona 
Program waa created in Australia to 
promote greater aalea and uae of shoes 
in that country, The organisation is 
currently raising funda from all 
branches of Australia’s shoe industry 
ineluding labor uniona, 
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Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave. Saint Louis 3, Mo. 
Sample Rooms: Los Angeles + New York 












MILWAUKEE SHOE COMPANY | 
215 W. Maple St., Milwaukee, Wis. 





Caneda Rubber Group Elects 


TORONTO, ONT.—W. H. Funston, pres- 
ident of the Firestone Tire and Rub- 
ber Company of Canada, Ltd., was re- 
elected president of the Rubber Asso- 
ciation of Canada for a second year at 
the association's annual meeting. 

Other officers are vice president, Ira 
G. Needles, president of B. F. Good- 
rich Canada, Ltd.; treasurer, J. R. 
Belton, director of Gutta Percha and 
Rubber, Ltd.; manager, secretary and 
assistant treasurer, Greig B. Smith. 


—s 


Wohl Shoe, ‘Y,’ Apparel Store 
Cooperate in Shoe Promotion 


Sr. Louts—A Roof and Hoof Party 
was held recently by the Young 
Women’s Christian Association atop 
the organization’s five-story building 
in downtown St. Louis. Using the city 
skyline as a scenic backdrop, shoes 
made by Wohl Shoe Company and sup- 
plied by Kline’s, Inc., women’s apparel 
store, were modeled by “Y"” members 
at a special twilight showing, 

According to Ruth Duey, health edu- 
cation program director for the 
Y.W.C.A., the Roof and Hoof Party 
was the first of its type held, but that 
the audience, which included women of 
all age brackets, lauded the novel pres- 
entation. Publicized only through 
Y.W.C.A. membership lists, the central- 
branch sponsored show attracted more 
than 300, 
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Colored slides of the Wohl Shoe Com- 
pany’s collection of historical shoes 
were shown by Norman Abrams of the 
company. Tim Hinsman, manager and 
buyer for Kline’s shoe salon, acted as 







master of ceremonies. Following the 
modeling, the footwear was on open 
display for guests to look at and try on. 
Two pairs were awarded as attendance 
prizes. 





Trade Paper Editors Hone: Henry Ford Il 











Henry Ford Il, ny, is shown receiving the Society of 


resident, Ford Motor Com 
Business Magazine Editors’ first annual “Voice of Business" award, given to Mr. 
Ford in recognition of his “making the most substantial contribution to industry in 
1966 in leadership, in business ethics, and in making if understood thet most 
businesses are conducted with careful regard for the public interest.” Left to right 
are Frank Tighe, editor of Motor Age, a sister Chilton eee to 


Boot and Shoe Recorder; Paul Wooton, Washington member of Chilton's editorial 
board and chairman of the society's executive committee; Mr. Ford, and Eldridge 
Peterson, editor, Printers’ Ink. 
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#79516 
Black Smooth Upper Leather 
Oak Bend Sole, Leather 
Lining, Leather Insole. 
Anti-Fungus Drill Lining. 
Men's Sizes 6 to 12, B, D—$5.30 pair—Net 
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Markem Machine Company Forms New Shoe Division 





HAROLD D. MILTON 


Keen, N. H.-Harold D, Milton has 
been appointed sales manager of the 
newly-formed shoe division of the 
Markem Machine Company, it was an- 
nounced by David F. Putnam, preai- 
dent. 

Mr. Milton, formerly field sales man- 
ager for all Markem products, haa been 
associated with Markem for 36 years. 
He will now assume full responsibility 
for this new division which will spe- 
cialize on shoe marking requirements 
from the atart of production tags 
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PF, R. RAWLINGS 


through to the packing of the shoes. 

Frederick R. Rawlings, formerly aa- 
sistant manager of the Northeast Sales 
division of Markem, will be hia assia- 
tant. 


Included in Markem’s present line of 
equipment for the shoe industry are 
machines and marking compounda for 
embossing quarterlininga, matchmark- 
ing, stamping sock linings, heel pada, 
outsoles, as well as machines for print- 
ing production control tags, label print- 
ing, and carton marking, 


FOOT KING BOY RANGERS—stocked in sizes | to 7, Widths from 
A to E. Leather linings. Leather Insoles, Anti-Fungus Drill Linings. 
Retail about $4.95 


REG-E-STURD@ Boys Shoes. Guaranteed Soles, Retail $7.95 


FOOT KING® means BUSINESS! 
A. S. KREIDER & SON CO. 


Palmyra, Pa. 


Pied Piper Shoe Facilities 
Covered in Wausau Film 

WAUSAU, Wi8s.— The Pied Piper Shoe 
Company of Wausau will be included 
in a new motion picture to be made 
by the Wausau Chamber of Commerce 
here. The movie, entitled “The Wausau 
Story,” is being made to publicise 
Wausau in conjunction with nationwide 
advertising campaign of a local in- 
surance company. 

The hour-length picture, which will 
depict life in the community, will in- 
clude coverage of the Pied Piper Shoe 
Company facilities, chosen as a typical 
Wausau industrial operation, 

When completed the film will be 
available to groups all over the country. 


Frolic Thinks of Expanding 


JONESBORO, ARK.——A proposed expan- 
sion of the Frolic Footwear shoe man- 
ufacturing plant here was discussed 
by the Jonesboro Chamber of Com- 
merece Board and ita Industrial Com- 
mittee, 

Spokeamen for the group said about 
10 acres would be needed for a new 
building, Coat of the atructure was ea- 
timated at $364,000, 

The Frolic plant, located here for the 
past 11 yeara, employs 450 workers, 
The expansion suggested by Harry 
Alberatein, president of Frolic, would 
increase the payroll to 700 employes, 
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under construction in $#, 


St. Lovis, Mo—Construction is un- 
der way here for a modern new dis- 
trict office and warehouse building for 
the Goodyear Tire & Rubber Company, 
it was announced by G. W. Dempsey, 
district manager for the company. 

The new building, being erected at 
8544 Page Avenue, is one story high, 
400 by 200 feet, containing 80,000 
square feet of floor space. The office 
area of approximately 9,000 square 
feet, will be air-conditioned, 

The building will be served by the 
Terminal Railroad, with six railroad 
doors, There are also six truck bays 
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Architect's sketch of the new modern district office and warehouse building now 


Louis, 


for receiving and shipping merchandise. 

Ample paved parking will be pro- 
vided on the large Goodyear lot of ap- 
proximately 230,000 square feet. 

Plans for the building were pre- 
pared by Arthur B. Rathert, architect 
of St. Louis, under supervision of the 
Goodyear Real Estate department. Gen- 
eral contractor is Merle-Jung Conatruc- 
tion Company, also of St. Louis. 

Mr. Dempsey said the new Goodyear 
headquarters will be completed by the 
end of this year and will provide im- 
proved service for dealers and cus- 
tomers throughout the district, 


| other producers, Trimfoot Company, 
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Shoe Workers Union Plans 
To Extend Present Contracts 


Sr. Lovis—The Boot and Shoe Work- 
ers Union has advised International 
Shoe Company and Brown Shoe Com- 
pany that it proposes to extend present 
labor contracts for a third year. These 
contracts apply only to company plants 
outside of the St. Louis area. 

Notification was made by the union 
on July 1, according to Ben Burke of 
St. Louis union headquarters, although 
stipulations do not require that advice 
be sent until September 30, The com- 
panies involved have a period of six 
months from September 30 in which to 
submit proposed pension plans to the 
union, in accordance with terms of the 
current agreements. 

International Shoe Company has 
already responded to the notification, 
Mr, Burke stated, and has advised the 
union that the company will submit 
pension plans as soon as the actuarial 
tabulations have been completed. 

Similar advices will be sent to three 


Farmington, Mo.; Frolic Footwear, 
Inc., Jonesboro, Ark.; and St. Louis 
Shoe Manufacturing Company, New 
Athens, Ill., late in 1956, the union 
spokesman reported. 


Leverenz Shoe Company 


Derroit — Leverenz Shoe Company, 
Sheboygan, Wis., announced the addi- 
tion of Ripple Sole style shoes to its 
line. Leverenz incorporated the unique 
sole in its new style #707, a black plain 
toe four-eyelet blucher oxford. 

George A. Friedley, assistant sales 
manager, said recently, “Because of 
the enthusiastic reception given our 
new style #707, we expect to add 
other styles and colors shortly. We feel 
that these shoes with the almost un- 
believable comfort offered by Ripple 
Soles, have a tremendous potential 
among men whose jobs require them to 
be on their feet a lot.” 

The new shoe by Leverenz, makers of 
Kushion King and Calumet men’s shoes, i 
is available in B width from sizes 7% 
to 12 and in C and D widths in sizes 
6 to 12 at $6.60 a pair. 





New Adhesives Introduced 


Bripaerort, Conn.—A new line of 
industrial adhesives, protective coatings 
and sealers—adaptable to assembly op- 
erations over a wide range of indus- 
tries, is now available, These products 
are capable of bonding a large variety 
of materials, resistant to very low and 
very high temperatures and applied by 
any commonly used industrial method, 

Comprising both thermosetting and 
thermoplastic types of adhesive com- 
pounds, the new line was developed by 
Raybestos-Manhattan, Inc., Bridgeport, 
Conn, It is to be marketed under the 
trade name—Ray-BOND, 


Boot and Shoe Recorder 








Randall Becomes Full-Time 
Pfeiffer’s Representative 


WORCESTER, MASS.—Ralph Cary, sales 
manager of Pfeiffer’s, Inc., has an- 
nounced the appointment of Ray C. 
Randall as full time representative of 
the company. Mr. Randall, who has 












RAY C, RANDALL 


been representing the company on a 
side-line basis in Indiana and southern 
Ohio, now is selling the company’s line 
of women’s casuals and slippers in 
Indiana, Ohio, northern Kentucky and 
metropolitan Detroit, 

Mr. Randall is one of the best known 
travelers in the country. He is presi- 
dent of the National Shoe Travelers 
Association; president also of the Bu- 
reau of Salesmen’s National Associa- 
tion, and is active in the affairs of the 
Ohio Shoe Travelers’ Club. 

His headquarters are at 3415 Muddy 
Creek Road, Cincinnati. 


Polly Preston Revamped 


New YorK — Polly Preston Shoes, 
Inc., is the name of the new concern 
that will be operating at 139 Duane 
Street, here. 

Actually, it is not a new operation, 
for Charles J. Carre, who had been with 
Nathaniel Fisher and Company for 30 
years, bought out that company’s shoe 
interests on May 7, 1956. He and his 
brother, Frank, are now the two prin- 
cipals involved in the new company. 

They plan to continue carrying the 
Polly Preston shoes, a line of moderate 
priced women’s shoes. Distribution will 
still be the Atlantic coast line, from 
Maine to Florida and west to Cleveland. 

Since the Carre brothers took over 
operations, their business increased 
substantially, they said. 


Huskies Training Program 
New YorK An executive trainee 
program has been launched by the 
Hussco Shoe Company, reported Wil- 
liam Manowitz, president of the firm. 
One position in advertising and sales 
has already been filled, while applicants 
for the program in merchandising, 
styling, and production are being con- 
sidered, All will go through periods of 
orientation under senior executives. 
The new trainee system, Mr, Mano- 
witz stated, “has been necessitated by 
the company’s expansion program, 
which has created the need for a finer 
division of management functions,” 
Hussco, one of the leading companies 
in the popular price field, manufactures 
the Huskies and Huskie Pup lines of 
moccasins and casual shoes for teen- 
agera, women, and children, 





N. Y. Wholesalers’ Market Week Draws Well 





Excellent attendance and brisk buying marked the Market Week and Open House 
showing of fall and winter shoes held June 24-27 in the Duane, Reade, Church 
Streets and West Broadway area of New York City sponsored by the New York 
Shoe Wholesalers Association, Discussing shoes during the showing, above, are, 
left to right, Charles J. Carre, Polly Preston Shoes, Inc.; Al Paullan, Aljay Shoes, 


Inc., and Frank 
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ACROBATIC SANDALS 


SIZES FOR CHILDREN AND WOMEN, 
ALSO SIZES EOR MEN 


FIOLLYWOOD PRODUCTS, INC. 


Factory: 268 No. “ St., Columbus 146, Obie 
P. ©. Box 628 
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LEOTARDS 
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LEOTARDS AND TIGHTS 
Whirl-asWeve Leotards, Durene yarn, ripper bach 
fastener, Children: Short sleeve, $2.15: long 
sleeve, $2.50. Adults: Short sleeve, $2.35; long 
sleeve, $2.75. Give sizes when ordering, 


A. Chatila and Company 
6710 18th Avenue, Bkiyn., N. Y. 
MANUFACTURERS OF BETTER DANCEWEAR 
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CUSHION-SOLE 
CASUALS 


+o the big news for Spring and Summer 
» os this popular finger-gore style in 
soft, pliable elk with bueyant 
12-iron cushion crepe sole. 
— se 4 1 A ge 
rder Now for July and — 
August delivery. bt 
Tan or Brown, Case rune of 12, 18 and 36 pair: 
size runs 6-11, Minimum order 12 pair, 


Write for Catalog end Price List 
HUBER supper co., aviston, 1. 







147 











Where 








BOX HANDLERS 
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handles $4.50—ali others 24” to 60”, $3.50, 
parcel post prepaid in the USA. LONG ARMS 
get the shoes from the high shelves quick and 
easy—no falls from stools or ladder, You return 
the empties upside down. Order one for every 
section of shelving, Gatisfaction guaranteed, 

Swecify handle length and if for men's or women's 


—_ Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 
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TARSO SUPINATOR® 


For the postural 
correction of 
flat feet, 
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Wellco Trial Plan Saves 
100 Per Cent in Wages 


WAYNESVILLE, N. C.—Wellco Shoe 
Corporation’s switch from piece-work 
rates to fixed hourly rates in the cut- 
ting department has resulted in ma- 
terial savings equal to the entire labor 
cost in wages for that department, it 
was reported. 

“The results of our three month test 
of this system,” said Walter S. Kauf- 
man, executive vice-president of the 
firm, “proves that adopting generally 
accepted trade practices without de- 
tailed analysis as to the actual bene- 
fits that can be derived from that sys- 
tem, can often lead to costly errors 
and resultant loss in profits. 

“For years, it has been an accepted 
theory in the footwear and other in- 
dustries that the most equitable way to 
establish wage rates was on a piece- 
work basis; to pay a man or woman 
on the basis of the number of units 
produced in an hour. The deceptive 
part of this system lies in its apparent 
logic; if a person produces more, you 
pay him more, if he produces less, you 
pay him less. But this method does not 
take into account a very vital cost 
factor—the actual cost of the materials 
being handled and the resultant loss 
through waste when the employe is 
primarily interested in speed of pro- 
duction rather than careful utilization 
of the materials being handled.” 

According to the actual figures kept 
during the three month test period, 
when all employes in the cutting de- 
partment were placed on a flat hourly 
wage equivalent to the highest average 
hourly earnings by the best man in 
the department, there was a drop of 
10 per cent average output because the 
cutters were operating more carefully 
in order to cut waste to a minimum. 

The more careful cutting operations, 
however, produced a five per cent over- 
all saving in materials. Since the ac- 
tual cash value of the materials han- 
died by each cutter during an hour was 
a little more than 20 times the value 
of his hourly wage, it produced a net 
saving equivalent to 100 percent of the 
wages. 


Lexol Appoints New Agency 


Patenson, N. J—Gordon C, Buek, 
president of The Lexol Corporation, 
Caldwell, N. J., has announced the ap- 
pointment of Force, Ine., Paterson, 
N. J., as advertising and marketing 
counsel, 

The Lexol Corporation produces 
Lexol, a liquid preservative for leather, 
and G.A. 50 Glove Wash for cleaning 
and preserving gloves, 


Southern Shoe President 
On South American Tour 


BinMINGHAM, ALA.—Hyman 8. Mil- 
ler, president of the Southern Shoe 
Company, recently departed for a five- 
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South America where 
he will visit shoe manufacturers in 
various countries and make a particular 
study of reptile skina. 


week tour of 





HYMAN S&, MILLER 


His intinerary includes Rio and Sao 
Paulo, Brazil; Montevideo, Uruguay; 
Buenos Aires, Argentina; Santiago, 
Chile; Lima, Peru; and Quito, Ecuador. 

Enroute to South America, he will 
visit with shoe manufacturers and re- 
tailers in Puerto Rico, He will return 
to Birmingham July 21 via Panama 
and Miami, Fla. 
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SALESMEN WANTED | 


SALESMEN WANTED 


SALESMEN WANTED 

















Bata 
FACTORY REPRESENTATIVE 


to handle our complete line of 
RUBBER — CANVAS — FOOTWEAR 
in 


MIDWEST 


This is an opportunity for a man who wants to join a large organization. 
We want a responsible man who knows the trade and who wants to 
make a substantial increase in income. Our representatives know of 
this ad. Only first class men need apply. 


Write in confidence to: 


BATA SHOE COMPANY, INC., BELCAMP, MD. 











SALESMAN—Retail or Road Experience 


If you have several years' experience in selling Children's Shoes, 
either retail or on the road, your application will be accepted 
for consideration by a Nationally Known Manufacturer of 
Popular Price Children's and Growing Girls’ Shoes. Territory 
available: Tennessee and Kentucky. Compensation on a com: 
mission basis. Submit complete sales background. All replies 


kept confidential. 











Reply to Box 567, BOOT and SHOE RECORDER, Chestnut & 5éth Sts., Philadelphia 39, Pa, 





time or sideline sales representatives. 


states! 





Central 
South Carolina osergie v 
indiene} iiiinols: ond ey 


Please send full articulare about yourself to 
an, Sales Manager 


Mr, 


DUNHAM BROTHERS COMPANY 


IT DOESN'T HAPPEN OFTEN... 


» but, due to our expansion, we now have territories open for experienced full 
As one of the nation's largest and best 
known distributors of footwear, we're interested in representation in the following 


and Southwestern Fonseyiveniat Ohio (except northeastern section); 
ia «(Richmond section); Kentucky; Tennessee; 









BRATTLEBORO, VERMONT 








REPRESENTATIVE WANTED 


To call on Better Grade Shoe Stores in Chi- 
¢ago and surrounding areas with staple ac- 
cessory item. Prefer man with car with retail 
shoe experience. Starting salary $100 weekly 
plus expenses and bonus. 


Reply to Box 562, BOOT & SHOE RECORDER 
Chestnut and 56th Streets, Philadelphia 38, Pa. 








KEY SALESMAN WANTED 
Entire Eastern Seaboard south from, and includi 
Metropolitan New York, open to man, Sel 
finest Line of well promoted, competiti priced 
plastic rainboots (Ladies’, Misses’, Children’s). 
Salary, expenses and bonus—UNLIMITED OP. 
PORTUNITY. Send complete details to 

Box 558, BOOT and SHOE RECORDER 

Chestaut & S6th Streets, Philadelphia 38, Pa. 














SALESMEN WANTED BY FOREMOST 
DISTRIBUTOR of Men's Dress and Work 
Shoes in the Popular Price Bracket, Must have 
knowledge of the territory, Available are: Ohio, 
Indiana, Michigan, Hlinvis, Reply to Box 564, 
Root and Shoe Reeorder, Chestnut & Soth 
Streeta, Philadelphia 39, Penna 


Wit! ESTABLISHED SALESMEN CALI 
ING ON FAMILY SHOE STORES ean 





increase tneome $6,000 to $10,000 per year 
selling Short but Strong Line of Nationally 
Advertised Infante’ and Children’s Shoes, San 
dale and House Slippers, Samples carried in 
one case, Excellent conmrmiasiona and a steady 
reorder business, CULVER MPG, CO, INC 
Erin, Tenn, 

SIDELINE SALESMAN WTD. 








SIDELINE SALESMEN 


An opportunity with a Past Growing Branded 
Women's Novelty Line ($6.99-$7 Retail!) 
Territories: New England, New York, Ohio, 
Penn., Mid-West, Middle Atlantic, and South 
Eastern States, In-stock and Volume Setup, 
Reply to Box 560, BOOT & BHOE RECORDER 
Oheataut and 56th Streets, Philadelphia 40, Pa. 





J 
for INFANTS’ SHOES and OXFORDS 

Compact Line of & basic styles, 3/9, that set 
new sales record, although but few years on 
the market, Retatle $1.98, CGommission—@%, 
\f you thoroughly cover your own territory 
this e an extra good chance for extra good 
earnin 


ATLAS HOE MPG, COMPANY, INC. 
pringheld, Tennessee 





To carry Line of Children's, Pre«Welts and Ce. 
ments, Luther Brand, Stock and Make Uns; Com: 
mission basis. Can be carried with non-conficting 
Line, Established territories: Oklahoma, and State 
of Texas, Reply, with references, 


THE KEPNER SCOTT SHOE CO., INC, 


SALESMAN WANTED 


Orwiaeburg, Pa. 











OPPORTUNITY! 


We have several openings for side line rep. 
resentatives for our wonderful line ef open= 
stock, In-stock low priced Juvenile Pootwear, 
All open territories are well established, 
6% commission fue bonus. Write: 
NEIL CARL ON, SALESMANAGER 
SEABOARD NAT ONAL SHOE COMPANY 
5629-535 W, Pratt $¢., Baltimore 1, Md. 








SIDELINE SALESMEN WANTED 


For the following territories 

WISCONSIN FLORIDA MISSOURI 
Men's Compo and Dress Oxfords in-stock, 
$12.96 retail field, 78 styles in-stock; some in 
widths AAA-EBEE, sizes 6:16, Write giving 


qualifications, previous experience, ete, 


Reply to 8 OT and SHOE RECORDER 
“Eneatnut '& Both Wirecta, Phitadelphin SR Pe. 




















CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings, Minimum amount 

W ber is desired, addressed to any of our offices, 12 words must be added for this 
and charged at the word rate, If advertiser's own name and address is used, count each word (street number is one word) 
Send check or money order with your copy, No accounts are 


accepted 18 words, $3.60, 


at word rate, Classified advertising is payable in advance, 
or regular advertisers on contract, 


opened for classified advertising except 


The rate for all displayed or boxed in classified advertisements is $14,00 an inch with a maximum of 46 words per inch, 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office5éth & Chestnut Streets, Philadelphia 39, Pa. 


en a box num 








duly 16, 1966 





149 

















SIDELINE SALESMAN WTD. 


FOR SALE 





Foe ORNAMENTS, oe AND FOUT 
ae ae 


Manufacturer 








pt, bighet commision. ~~ 556, 
Boot Shoe ey yp RN $6th 
Beene Fi Philadelphia 39, Penna. 

ANTED: ey SALESMAN for 

Time Saver in Stores. uick-Box- 
Lifter, 235 poantast Bhan "Newark 8, N. J. 

IDE LINE: Make You Sellis Our 
S Famous “‘Do-It- Yourself” a ro sian ou 


Write for Circular and Sales Plan. 


FRU 


SERVICE CO., Napoleon, Ohio. 





ge ees a 
stock I 


an Sr 
Write: 


1521 North 10th dean’ 
Manufacturers of “The 


Ane of Popular Priced Work 
eee oe Illinois, Indiana, Iowa. 
MFG. COMPANY. 


a Line. 





HELP WANTED 





OUNG 


Finest working 


Re 
rig 
interview, 


ular 


present emp 


plies held 
and Shoe 





SALESMAN WANTED to carry | 
ork Shoes. 


Sheboy an, Wisconsin. | 
Column = 


MAN, SALESMAN, IN HIGHEST | 
QUALITY RETAIL ESTABLISHMENT; 


tions, y employment, 
advancement. Excellent position for 
Suburban South Jersey. Write for 
stating qualifications, experience, 
ment, salary requested. All re- 
confidential. Reply to Box 566, 

Recorder, Chestnut & 56th Streets, 


Puiacetete 39, Penna. 


ASSISTANT STORE MANAGERS: National | 


firm. 


knowledge pants 
to Box #570, 


Age 22 to 33, College and Lea 
Splendid 


Boot and Shoe Recorder, Chest 


nut & S6th Streets, Philadelphia 49, Penna 





FOR SALE 





FAMILY SHOE oroRs, a Established 


Prva 
Sood "Brands 
& a sek be Semen Pilledelt 49, 





FOR SA 


Reeonditioned 
orders accepted an 
SUMNER DISTRIBUTING 


Tennessee, 


Fam 


y SHOE STORE, 
Located in Modern Building, with at 


ation ; 
— meaty. "Nationa 
— > away’ Pe bs e 


Lepesniaatels 
Adver 
eply to 
Recorder, Chestnut 
Penna 


tunity. Reply 


LE: SEVERAL THOUSAND PAIK | 


rees, Size 7; 
Reasonable 
Gallatin 


Men's 
tiantities, 
cOo., 


PROVIDENCE 


oder parking; Famous pranty DONATIVE, 
18 East coteaamnns Pawtucket, R 


FoR. 


and Shoe B 


SAL E: WOMEN’ S NOVELTY SHOF 

EF; for twenty 
Pierides About Twelve 
tiring. For information write: 


ears East 
sand Dollars. Re 
Rox $61, Boot 
Recorder, Chestnut and S6th Streets, 


Philadelphia 59, Pa, 


ee 


FAMIL -Y SHOE STORE FOR SALE, Owner 


retiring; 
business 


2,500 eiates Primex X-Ray, 
LAND SHOE 


Francisco 


established 32 years. Located 
Inventory $13,000; 


main 
Fixtures, 
olume $25, 
Full pow $15,000, LE 
STORE, 78 Leland Avenue, San 
24, Cal, 


area. 


yearly, 


SHOF “STORE FOR SALE ESTABLISHED 


1912. 
inventor 
OMY Ss 


‘Ons STOR 


ta veer a ‘Will sell 
advanced age, 
Elyria, Ohio. 


at below 
ECON 





SALESMEN WANTED 





WONDERFUL OPPORTUNITY FOR THE 


RIGHT MEN to sell our 
of Men's and Children’s Shoes, In-Stock, 


Fast: Moving Line 
in the 


Medium Price Field, Drawing account to prop- 


eri walified «4 
y oin Florida 


’ 


licants erritories open 


ennessee, Kentucky, Texas, 


y to Bo 


: x $65, Root a 
, Chestnut & S6th Streets, Philadelphia 
39, Penna, 








Coast of | 








Attention... 
CHILD'S DEPARTMENT MANAGERS! 


For Sale, almost new, Electric Horse, Black 
Leather Soddie; safe; will hold up to 260 ibs. 
yg con a oe bar tides with each pur 

can insert 10¢ for extra rides. 
Original cost A ge You can buy it half 
price at $500. cash. For information and pic- 
ture write to— 


GEORGE J. JAGLOWICZ 
14240 East 7 Mile Road, Detroit 5, Mich. 








FOR SALE 


SHOE STORE doing basic shoe business in 
Mid-Western City of half million—Men's and 
Women's Comfort Shoes, mostly Miller Foot 
Defenders for Women and Stacy-Adams Shoes 




















for men. Volume about $78,000.00; profit 
qoepters. 
pe Ps 1, geet SHOE RECORDER 
Hadelphia 39., Pa. 
FOR LEASE 








For LEASE: 100% Location Ladies Shoes. 
Growing area—Proven Performance. Men's | 
Shoe Dept-—100% Location—Excellent Proven | 


Opportunity. Details: Apply rc, Funding 
Corporation, 270 Park Avenue, MUrray | 
Hilj 83733, | 





BUSINESS OPPORTUNITY 


SIGNING BODE. CUTTING, GRAD 

ING AND STYLING courses by corre 
qpentenrs, Bd bw Institut Crepin, P. O 
bs ie, Delorimier Station, Montreal, P, . 
ana 








ACK TO SCHOOL Imprinted Plastic Pencil | 
Boxes—Comic Books, Free Catalogue. Hecht 
déverticing, 3074 Park Avenue, New York 51 





Eisendrath Stylists See 
Return to Homespun Weaves 


Racine, Wis.—A return to classic, 
native and homespun textile weaves 
for spring suits and coatings precludes 
the fashion-import of highland and 
Bavarian-type moccasins, according to 
Eleanor Parkinson and Ruth Kerr 
Fries, stylists for the B, D. Eisendrath 
Tanning Company. 

With the loden weaves of Bavaria, 
the homespuns of Scandinavia and the 
district checks and glen plaids of Scot- 
land moving into the fashion spotlight, 
the stylists foresee a strong sales po- 
tential for Eisendrath's soft-textured 
Chinchillan leather. Its fine, natural 
graining and lustrous surface comple- 
ment these native textures. 

For town and country wear the firm 
also introduces Caprice Calf, a new 
tannage in lined and unlined weights 
with a smooth, semi-bright natural 
finish similar to its Puritan for men. 
Caprice is shown in a neutral range of 
pale beige to light brown tones. For 















































dress shoes, Eisendrath believes in the 
continuing importance of Venus, & 
highly polished smooth calf, and de- 
lustered Matte. 

Color-wise, both Miss Parkinson and 
Mrs. Fries foresee a healthy revival of 
black and white for 1957. They also 
like black calf (smooth and Chin- 
chillan) with bright Flamenco Red, 
Olympic Blue or Killarney Green. 
Similarly, they see combinations of 
Navy with Navy as being important. 

The full-range of beiges—pale flaxen 
and ash through the golden sun beiges 
to the bronze and russet shades—will 
have sales appeal—the yellow beiges 
volume; the taupe and gray-tinged 
colors key fashion. 

Promotionally, the star of the fash- 
ion firmament will be White (smooth 
and Chinchillan) which Eisendrath is 
showing in a special new tannage. 
Luxurious neutrals, Flax, a repeat; 
Pussy Willow, a pale, “fair lady” 
gray of 1912; Spindrift, a silvery 
taupe, also show strong sales poten- 
tiais. All coordinate successfully with 
the gentle and elegant Edwardian pas- 
tels as well as with the sharp, some- 
times acid colors so favored for spring 
and resort wear, Miss Parkinson re- 
ports. 


er 


National Shoe Fabric Group 


Elects Slate of Officers 


Boston—Gilbert Freeman of Gilbert 
Freeman Inc. was elected president of 
the National Shoe Fabric Association 
succeeding A. S. Burg of the A. 8. 
Burg Company, who has been named 
a director, Charles I. Rockmore of 
Charles I. Rockmore Company and 
Arthur Burnes of Majestic Fabrics 
Inc., were elected vice-presidents; Mor- 
timer Weiss, Cooney Weiss Fabrics 
Corporation, treasurer, and Robert 
Ross, secretary. 

New directors in addition to Mr, 
Burg include Alfred Vamos, Alfred 
Vamos Inc., New York; Mark A. Edi- 
son, International Fabrica Corp.; Fred 
Phillips, Phillips-Premier Company, 
and Jack Shain, Shain and Company, 
Ine, 

The association is launching a new 
program by which it will stress crea- 
tiveness as the best means of serving 
the individual and collective interests 
of the shoe fabric firms and the shoe 
manufacturing industry. 

The program is being started with 
the creation of a seal to be used on 
stationery and advertising. 


en ey 


Factors Appoints Executive 


New York—David G. Foulk has been 
named assistant vice-president in 
charge of the newly-formed Operations 
Control division of Commercial Faec- 
tors Corporation. 

Walter M. Kelly, president, said Mr. 
Foulk’s appointment and the new divi- 
sion were designed to effect improve- 
ments in the company’s operations and 
also provide better service for clients. 
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WANTED TO PURCHASE WANTED TO PURCHASE 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. 
Mex L. Meltzer, Pres ivanhoe 1-9830 




















YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 
SAM CAMITTA & SONS 95 Reade St., New York 13, N. Y. 


COrtlandt 7-6378-9 
Foremost Cash Buyers of Fine Shoe Jobs Since 1906 
Surplus Stocks ¢ Cl pl 


Stocks ¢ Your Name and Brand Protected 

















WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, N. Y. 
WORTH 2- 
RALPH VOGEL 


TOP DOLLAR! 
FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 Ne, 4th S?. Phila, 6, Pe. 
Phone: LO 3-9633 


























CASH 
PRICES 








Topic of the Day 
WHO CAN 
BEAT IKE... 


100 


SURPLUS SHOES 


and CANCELLATIONS 
WHO CAN BEAT COMPLETE STORES 
Yrite or wire for fast ae- 
UNCLE LOUIS ee tad OR 
PRICES... 
For the answerphone or write Fi 
LOUIS CAMITTA & SON 


MOSINGER-COHN 


0) READE ST., NEW YORK, WN, Y. 










$t Levies 3, Meo 








1235 Washington 





BARIS BUYS for CASH Z 
. Quick decision on your offers of discontinued and 
BARIS , 


surplus men's, women's and children's shoes, 
THE NATION'S FINEST 


Also complete stores considered 
CANCELLATION 8HOES Jobs In Fine Shoes From Fine Sources Since 1931 











79-61 Reade St. + New York 7, WY. + Tel: WOrth 2.5180 | 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


ARRONSON 
PAYS MORE 














Write or Phone 

LOmbard 3-2062 NOTHING TOO LARGE OR TOO SMALL 
CAMITTA SHOE CO. George J. Arronson Associates 
120 No. 4th St. Phila, 6, Pa. MT ONMICTOR DanTOaTY 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 











July 16, 1966 


| WANTED TO PURCHASE 








V Quality Shoes VV Complete Stores 


¥ CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 


. » Any Time! 


For Quick Action, 
rite, Wire or Phone 


Any Quantity . 





CE 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE Weit* 




















MERCHANTS‘ NEEDS 

\j ADVERTISING 
} . . 

cen eal (IpPpuilgs 


—here's how to get 


More Business! 
Ts: Vincent Edwards Idea Clipping 


Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ade 
of competitive brands, 

You will find that a study of newspaper 
ad clippings is the quickest and least ex 
pensive way to keep in touch with what's 
going on, 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer, No obligation, of course. 
Se ee Cee ee ee eee eee eee eee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
raanization 


342 Madison Ave., New York City 


Please tell me more about your news 
paper ad cli ipping service and apecial short 
term trial o 


CH sc eeeesenseeessssersncnnesseccees 
Name 


Company .. 











BUY BONDS 

















WANTED TO PURCHASE 








WE PAY CASH 


for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preterred 
Ladies’ « Men's + Children's 
31 Mo. 4th 

BARSH & CO. “hts: tra, 
Write or PHONE - MA 7-1666 











MORRIS BAYROFF 
formerly with M & & Shee Co. 


1S NOW LOCA’ 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 

















MY HOBBY 
Buying, Selling Ghoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


% Street Mew York 7, M. ¥. 
Ros WOrth 24% Beekman 3-767! 








CASH PAID FOR 
SHOE STORES 
CLOSE Se OUTS Urs. jon kL LOTS 


2 saun 


«Wom 





i 7 u. Y. 














Se 


ine, « OE 93-7290 
146 DUANE $1., N.Y. C. 


Cc 
A 
Ss 
I 








BUY BONDS 


4 





Shoe Industry Men Guide Jewish Appeal 





ARCHIE M. J. KAPLAN 


Boston—Archie M. J. Kaplan, well 
known figure in the leather industry, 
has been named chairman of the Shoe 
and Leather Division for the 1956 Com- 
bined Jewish Appeal of Greater Boston. 
Heading the entire drive as general 





PHILIP W. LOWN 


chairman is Philip W. Lown, president 
of the Penobscot Shoe Company of Old- 
town, Me. This campaign annually 
raises several millions of dollars for 
a network of 201 philanthropic agen- 
cies operating here and abroad. 





National Shoe Fair to Note 
Continental Influence on Style 


CHICAGO — The continental influence 
on American styles will be sharply evi- 
dent in Chicago for five days beginning 
October 28 when the Twenty-second 
National Shoe Fair presents the world’s 
greatest single display of shoes, 

A feature of this year’s National 
Shoe Fair will be the first major dis- 
play of shoes in history, a fashion salon 
where the outstanding examples of 
America’s shoe designers will be on 
view for those attending the Fair. 

Besides some 90 per cent of all Amer- 
ican manufacturers, exhibitors will in- 
clude producer-designers from England, 
France, Italy, Switzerland, Mexico, and 
Canada, One of the two largest trade 
shows in the United States, the Na- 
tional Shoe Fair offers retailers and 
buyers the only opportunity to examine 
all of the designs and colors of the 
future — styles that are expected to 
sweep the nation during the spring and 
summer of 1957, 

More than 25,000 members of the 
$3% billion industry will overflow Chi- 


cago’s major hotela from October 28 
through November 1 to place orders for 
styles that will help America “put its 
best foot forward” in the months to 
come. 


Personal Income in April 
Reached Record $317 Billion 


WASHINGTON—Personal income rose 
to a record annual rate of $317 billion 
in April, nearly $2 billion over the 
March figure, it was reported by the 
Commerce Department. The edge-up 
from March was $1.9 billion. 

The greatest element in the rise was 
$1 billion more for payrolls in the an 
nual rate, 

A temporary drop in the rate in Jan- 
uary was the only interruption to a 
steady climb that began last year. 

The Commerce Department said that 
two-thirds of the April rise in payrolls 
took place in manufacturing industries, 
reflecting increased employment and 
higher hourly earnings. 

Farm income in April was up $500 
million above the rate in March, 





New Vanceburg Plant to Open in November 








United States Shoe Cor operon, Norwood, ©., is constructing its tenth plant. 


Shown above is an artis 


sketch of U, $, Shoe's new Vanceburg, Ky., 


lant, Esti- 


mated cost of the plant, which will employ ap gerd 500 persons, is $200,000. 


The plant, 93 miles southeast of Cincinnat 


will be operating by November. 
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How to get your foot 


INDEX TO ADVERTISERS | in the boot business . . . 
| SELL 



























Aome Bot GOs rceccicicssoess eaeaekre 17 Hubschman, B., & Sons, Ine, ........ 45 | 
Advance Theatricala ...........600055 116 Pe Cee: OOS ai sei atstcassieneekan 139 
Amalgamated Leather Cos, ......... 82-83 
American Girl Shoe Co, ...... 65.600 2 B Oo Oo T S 
American Juniors Shoe Co, .........666 
Andrews Aiderfer Gd. ............00 38 a WE Os OO, oe vkkesceenceageuts 49 
Arronson, Geo, J., Associates ........ 161 
Kangaroo Tannera ............ 2nd Cover 
B. 2 Ep eS i 151 Kings Footwear, Inc. 0.6.6.6. ceca 107 
au — = MI BEERS 146 Kreider, A. 8, & Sons Co. ....... 146 
i A. A, PEE errs 140, 148, 161 
Lt Oper y re eer © 1389 
Barah & OO, iccccceessereeeneenens 160 Laconia Shoe Co. .......cccessececees 14 
Bakes, G. ees A kesas Peer rye ry Lawrence, i gt ae os os 
a MUO aides cess vvsccnccevandens 78 d Wellington 
Leather Induatries ...... 66.65. 40-41 
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Beggs & Cobb Co. ....... cee ieeens 10-11 Little Yankee Shoemakers| evens 14 
Belgrade Shoe Co, ............. eee ae Long Arm 148 
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Blum Shoe Mfg. Co. ......... 6.60000 194 
Borg, Geo, W., Co, ...... enews 104 
Boy Scout Shoe ............ “Front C over Markell Shoe Co., Ime, oc... eee c cee TAB 
Brezner, Div, of Allied Kid Co. .,..,, 100 Medwed Footwear Co. ....66. ccc cca 82 
Broitman-Gaffin Bhoe Co, oo... ccs 136 Milwaukee Shoe Co, oo. ccc ce cece enue 144 | 
Burna-Cubold ........ ‘no go Ree Morrie Bayroff ........6..0005: oe 160 | 
Monarch Marking Co, .......05.000005 122 
Mosinger-Cohn Co, ..ccsccccscssecess 148 
Camitta, Loula, Shoe Co, ......6..005 161 
Camitta, Sam ....... rencicsereaee’ 161 
Camitta Bhoe Co. ic... cce ccc eeee ces MO National Leather .........6.000005 1. 186 
Caprice Imports EORCUE EES ECCREE ERY 2 87 Northeast Shoe Co. ....... ccc ccas , ae 
es” CO rress vA tA SORES oo Northwestern Leather Co, ......, sae: ae 
Chairmasters, Inc. ................... 6 Getting your foot in the boot 
CE is OE Re i ci sek cdonpeatctasacee ina ; ; . . 
Chesbrough, G. W. .................. 128 NE Sidther Ca. 5... ck ic cidcdesss¥s 8 business is a simple matter 
CINON OO vrisetiincisos eit bakewstes 109 Oldtown Bhoe Co. .vciscssvsscsservces 8B when you stock Goding Boots 
Chria Langanas Shoe Co, .......4.05 94-36 . “ . ” ab ? 
Colonial Tanning Co. ........66.0 ccc 00s a7 like the “Wellington” shown 
Compo Machinery Go, .........650055 97 : a » : BY. 
Geuvereh Wabher Go. ‘ * s9¢ Peok-A-Boot [ee 188 here, They're built to oe ex 
«Vo ce euseackeaues see . f M ih . nae 
ein aoe et oe acting spec se of " ir 
Plymouth Bhoe Co, ....... cece ces 7 originatora, the Australian 
D, & K, Co, seaeeeereesserenaeensunees 140 OL Pe By GONG. iiss vc nkencaaands 88-89 | ‘6 ; , tar IL. } 
se kerson, ‘oa _ Oe Ran = Prima Footwear, Inc, ..... jae 130 | aviators of World War IT, but 
PROVGR, F. Ue veaeresscccceserseres : s ; , 
du Pont, ®. 1, de Nemours & Co,, Ine, 47 with an important improve- 
; ‘elt Con- 
Romito-Donnelly Co. 6.6.6.6... ins S09 mem - Goodyear Welt Cor 
lady Sak Go. ......., eee ie: 161 Rueping, Fred J,, Leather Co, ..,.,.., 22 atruction, 
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Footwear Sales Step Up 
when CELASTIC BOX TOES 
Step Forward! 





Why? Because mother, dad and the little ones all appreciate the toe comfort 
Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes, 
Footwear for dress or play . . . lined or unlined . . . every style benefits 
~~ and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 





UNITED SHOE MACHINERY CORPORATION + BOSTON, MASS. 





Boot and Shoe Recorder 

















“NATURAL NEWNESS” is the phrase 
for it... for the leather that more and more shoe manufacturers and retailers 


are asking for so frequently .. . made in warm vibrant colors. 






ASK FOR THE QUALITY LEATHER... ASK FOR RANCH-TAN 


Ca Uh (4 Ompany 


1830 S. THIRD STREET, MILWAUKEE 4, WISCONSIN 












































































































































